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BRIDES’ WINDOW WEEK ... To Be Adver 


. IN YOUR WINDOW, APRIL 28TH 
.- ON THE RADIO, APRIL 30TH 
.. IN “LIFE,” MAY IST 


Here’s the year’s most important Bridal Promotion and it is built arol 
own best advertising medium . . . your window. Bride display is hand 
photographic reproduction of bridal mannequin . . . 28” high. . 

bridal veil and bouquet give a striking third-dimensional effect 
Bride display sent with your order for one or more 62-piece sets as illustratt 


- — Get in touch with your Approved Wholesale Distributor at one 
THIS BRIDE will enable you to arrange a traf- 


mietiomtione, I'84/ ROGEKS BR O} 


watches, jewelry, rings and other bridal gifts. America’s Finest Silverplate 
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NSTEAD of following the usual trend for brooches, 
Edward Stevenson, famous RKO radio designer, 
turns in a very original piece inspired by the ornamental 
drawer pull of an antique mid-Victorian bureau. The 
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Lucille 





Ball with the brooch she will 


wear in RKO Radio's "The Second Shot" 
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Here's how Edward Steven- 
son has sketched the filigree 
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A brooch of his design, and its 
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result, a striking piece of jewelry for the lapel of a 
tailored suit. This particular piece will adorn the cos- 
tume Stevenson created for his favorite star, Lucille 
Ball, and which she will wear in the RKO radio picture, 
“The Second Shot,” which will be released between 
May 10 and June 1. 

The lapel piece is a filigreed pear drop set with 
an amethyst, and attached to a delicately wrought fila- 
greed brooch. The entire piece is made of burnished 
antique gold, and was executed by Joseff of Hollywood 
in his inimitable manner. , 

“White linen suits will be a definite favorite this 
spring and summer,” Stevenson said in commenting on 
the fundamental fashion rightness of suits and lapel 
ornamentation. “New this summer will be the skirt 
with flare lines, which give a more youthful feeling, all 
the more reason for smart new daring lapel treatments. 

“A white tailored suit of mannish cut needs lapel 
ornaments much more than does a dark tailored suit, for 
on a dark suit interest is concentrated more on the blouse 
or neckline, while lapel interest is needed to relieve the 
severeness of a white suit. 

“Lapel ornaments, therefore, are of prime fashion 
importance for the coming summer season.” 
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very man at the bench 
has an eyeglass, tweezers and screw- 
drivers. They all appear and act 
alike. We in the trade can recognize 
a trained and skillful watchmaker, 
but the public cannot know, except 
by sad experience, the difference in 
skill that exists,” says Robert G. 
Taylor, Utica, N. Y., president of 
the Mohawk Valley Watchmakers 
Guild. 

“Moreover,” continues Mr. Tay- 
lor, “even some of the poorest watch- 
makers do not realize their own 
shortcomings. They often work alone 
and believe they are very good work- 
men. It is because of this condition 
that I am interested in guild organ- 
ization. 

“As I interviewed prospective 
members for our guild, I found petty 
jealousies rampant and much talk 
of classifications. We all know there 
is considerable difference in ability 
among workmen, but I claim this 
condition will always exist. It is 
something which cannot be fully 
eliminated. Good, bad or indifferent 
workmen, so long as they make their 
living at the bench, are eligible to 
become active members of our guild. 
That puts all on an equal level, but 
it is the average watchmaker who 
has the most to gain by affiliation. 

“That those who come regularly 
to guild meetings have been greatly 
benefited is beyond question. The 
comments I have heard after some 
of our meetings have been convincing 
The mingling of watchers is an out- 
standing accomplishment that is do- 
ing much to break down suspicion 
and misunderstanding. This friendly 
spirit is not something that can be 
used for meetings only, but is a feel- 
ing that will grow until it prevails 
all through our trade. No watch- 
maker can escape it, once he unites 
with an active guild.” 


© © 


Winter frost means more 
than just cold weather in Scott’s 
Bay, a village in Nova Scotia on 
the shores of the Bay of Fundy. It 
may bring money to the pockets of 
the villagers. 

The trap rock formation of the 
cliffs surrounding the village is 
seamed with amethyst - bearing 
quartz, and the splitting of the rock 


from alternote freezing and thawing 
eposes the purple crystals, which are 
hunted out by the natives in the 
spring. 

“Amethyst hunting in this district 
is on an amateur, catch-as-catch-can 
basis,” said W. L. Palmeter, a 
jeweler in nearby Kentville, ‘but 
amounts to a total of $100,000 a 
year business for Nova Scotia. 

“Some of the amethysts find their 
way into brooches, rings and other 
jewelry, but most of them are sold 
just as they are found to tourists 
who like to buy the rough crystals in 
their natural state. 

“In fact, the most frequently seen 
signs along the roads of the district 
read, ‘Amethysts for Sale.’ 

“Amethysts are also found here in 
beds a little below the surface of the 
earth. Sometimes a plow will turn 
them up, or a farmer boring for a 
well may find an amethyst bed. The 
covering clay is then stripped off, 
and the rock of the bed dynamited. 
Hill people tell stories of fabulous 
beds of the purple gems in some 
secret place back in the hills.” 

Sales of amethysts to tourists, it is 
said have increased ten fold in the 
last six or seven years. 


© © 


Should tissues be removed 


from wedding invitations, announce- 
ments, and other engraved papers? 
was the question put to the social 
etiquette expert of a newspaper. The 
Engraver, a publication for engrav- 
ers, took issue with the “expert” on 
her answer that the tissues should 
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be taken out as they were only in- 
serted by the engraver because the 
ink was wet, and that by the time 
they reached the customer the ink 
would be perfectly dry. 

“This information is all wro 
and if followed the work is liable to 
be spoiled,” answered the Engraver, 
“Apart from the fact that the tissue 
sheet is no detriment to the appear- 
ance in sending out wedding sheets, 
this tissue should remain for protec- 
tion. As practical people we know 
that the nature of copper plate ink is 
such that no matter how long after 
it is printed, if rubbed, it is likely 
to smear, particularly if the sheet is 
folded.” 

A. A. Baratelli, in charge of the 
stationery department of Marcus & 
Co., Fifth Avenue jewelers, said that 
it is not merely a question of proper 
practise but imperative that the tis- 
sues be inserted in any folded piece 
to prevent smudging. With unfolded 
sheets it is optional, but Marcus & 
Co. recommends their use for the 
sake of appearance, and includes a 
separate lot of tissues with every 
order so that they may be inserted 
if desired. 


© © 


Md 

i the wind 
to the shorn lamb,” Hans F. Hays, 
jeweler at 8077 S. E. 13th Ave., 
Portland, Ore., has heard, and he 
follows the Biblical phrase by pro- 
viding a youth, handicapped through 
no fault of his own, a good liveli- 
hood, not in charity, but in the 
chance to earn his own living as a 
watch repairer. A year ago Harry 
Sedgemore, married, with a baby on 
the way, lost both legs under a train. 
Portland residents, touched by his 
plight, subscribed for a pair of arti- 
ficial legs, by means of which Sedge- 
more can now get about and even 
drive a car. 

When the Oregon rehabilitation 
service decided the watch repair 
business would be a suitable one for 
a young man who could get about 
but could not pursue an active liveli- 
hood, Hans F. Hays readily agreed 
to accept Sedgemore as an appren- 
tice. The arrangement does not pro- 
vide a salary, at first, but Sedgemore 
will be paid for the work he puts out 
until he can produce enough to earn 
a full salary. 

Sedgemore will spend three years 
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bh Hays as an apprentice, and, 


ite, will also do “homework’”’ 
with a special tool kit, a gift from a 
physician. Besides the gift of the 
legs, an automobile has been donated 
Sedgemore by 15 friends who feared 


that the transportation problem 
would hinder the acceptance of a 
job. 


Father, mother and baby girl are 
all doing nicely now, and should 
have nothing to fear from the fu- 
ture, with a good job assured in the 
watch repair field. 


© © 


Fee strong tendency 
in the apparel field to play up styles 
which require the use of men’s 
jewelry gives the wide-awake jewel- 
er promise for a great year in this 
line. A recent issue of Life maga- 
zine commented on this tendency and 
stated positively that men’s jewelry 
was in for the biggest boom in its 
history. 

At the latest convention of the 
Natienal Association of Retail 
Clothiers and Furnishers, Barney 
Lewin, of Maurice L. Rothschild & 
Co., Chicago men’s furnishers, made 
the keynote of his talk a pointed 
comment on the definite tendency to 
French cuffs. 

This is a most important statement 
to jeweler as well as haberdasher. 
It means that haberdasheries all 
over the country will show shirts 
with French cuffs predominantly 
and for each of these shirts sold, cuff 
links will be needed. These cuffs are 
now being used in many price ranges 
which previously used only the plain 
cuff. 

The New York Times recently 
said that current orders for cuff 
links are ten to 15 per cent ahead 
of last year. Retailers are taking 
advantage of the sale of cuff links to 
push related items, such as matching 
collar pins and tie-holders. 


© © 


Rain or shine—play 
or work, father’s marine chronometer 
had to be wound faithfully at exactly 
6 o'clock, every afternoon, so that 
it would keep accurate time. This 
little daily attention which through 
the years made such an impression 
on the Leonard boys, probably was 
one of the things which induced all 
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five of them to enter the retail jewel- 
ry trade. 

The late W. Henry Leonard, Sr., 
attended to the task himself for al- 
most 50 years until his death a year 
or two ago, but if, on a Sunday or 
holiday, he found it impossible to go 
to the store, one of his sons would 
perform the task, and that clock 
never once ran down. 

It still runs on—accurate as ever 
—as a practical tribute to its depart- 
ed owner, and the three surviving 
sons have a mutual understanding 
that it shall remain for four months 
of the year in each of their jewelry 
stores. The sons who maintain this 
tradition are W. H. Leonard, Jr., 
and Bishop C. Leonard, Salisbury, 
N. C., and Walter D. Leonard, Mt. 
Airy, N. C. 


© © 


A sentence-completing 
contest conducted recently by the 
Selle Jewelry Co., St. Louis, Mo., 
produced answers from 6000 people. 
The idea was to finish, in 30 words 
or less, the sentence: “I prefer to 
buy my diamonds at Selle’s because 

..’ and Selle’s awarded a diamond 
ring as first prize, besides 200 lesser 
prizes. “We worked under the 
theory,” said Oliver Selle, “that 
these 6000 people who sent in a 
letter regarding the contest would 





feel that they had some knowledge 
of diamonds, and that if someone 
would speak to them about buying 
one they would suggest our store, 
feeling that they were experts and 
knowing that our diamonds were 
good.” 
© © 


Extra! Extra! Important 
discovery by newspaper reporter! 
An enterprising news hound of one 
of the Boston papers, in mis-report- 
ing an interview with E. W. Hodg- 
son of the Hodgson & Kennard 
jewelry firm, refers to diamonds and 
baguettes, and tells about some at- 
tractive pieces designed by Hodgson 
& Kennard “combining the two 
stones.” (The quotation is exact, but 
the italics are ours.) No doubt the 
American Gem Society will be inter- 
ested in this new addition to the 
science of gemology. 


© © 


Badeed turn backward, 
O Time, in your flight! Inspired by 
the flight of Douglas “Wrong-way” 
Corrigan, Edward Ford, Mineral 
Wells, Tex., watchmaker, has con- 
structed a Corrigan watch, which 
runs counter-clockwise. The main 
spring, escape wheel and fork were 
reversed to make the hands move 


backwards. 
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“What's this about ‘regular as clockwork?’ " 








Modern Stores 


® 'Way down South in Selma, Ala., Bendersky & 
Son's store used to be picturesque or antiquated, 
depending on one's viewpoint. It is hard to be- 
lieve that the gleaming front shown at the right 
is the same building. It is sheathed from sidewalk 
to roof in structural glass, in colors of suntan and 
walnut agate. Note the upper level display win- 
dows and the five display windows at the sidewalk 


© Left, interior of the remodeled store of A. J. 
Jean & Son, Marquette, Mich., showing fixtures 
finished in Oriental walnut. The light color with 
which the cases are backed displays goods to 
exceptional advantage. Customers have access 
to merchandise in either the wall cases with glass 
doors or the three-foot open display sections be- 
tween the closed displays. The floor is carpeted. 
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® Right, the new front and show windows of The House of Sartori in Spokane, 
Wash., combine the classic and the modern. The double-deck windows permit 
the display of bulkier objects such as silverware, chinaware and clocks on the 
lower elevation, and jewelry and watches on the more customary waist-high level. 








® Right, the new store of M. 
L. Wheaton in Monterey, 
Calif. The interior has an ef- 
fective arrangement for a nar- 
row store, with gray oak fix- 
tures dow> only one side and 
wall cases along the other. 
Shadowless lighting fixtures 
are set flush with the ceiling. 


® Above, the smart and distinguished 
appearance of Walton & Co.'s new build- 
ing in Pasadena, Calif., combines black 
terrazze, gray and black vitrolite and 
stainless steel. Left, the air-conditioned 
interior, with walls of silk damask and 
ribbon grain mahogany, and carpet of 
rose taupe. Shoppers sit comfortably at 
the display tables which replace counters. 


® Haltom's remodeled home in Fort 
Worth, Tex., has shallow windows four 
and a half feet high to concentrate at- 
tention on displays of merchandise. The 
facade employs green Alberene marble 
and cream-colored cast stone. The doors 
and awning boxes are aluminum, and the 
signs are cut out of bronze and aluminum. 














FOUND! —A New Gif 


S INCE time immemorial the purchasing of things for 
gift purposes has been the very life blood of the 
jewelry trade. Every jeweler knows that Christmas, 
weddings and graduations among them account for fully 
half his year’s business, and if Mother’s Day, birthday, 
wedding anniversary and other gifts are added to these 
it is safe to say that 75 per cent of the annual volume of 
most stores is directly traceable to the giving of presents. 

Now a new occasion for gift-giving has been created 
—one that bids fair to become a merchandising event of 
major importance. We refer, of course, to Father’s Day, 
which, in 1939, will fall on June 18. 

Father’s Day has been on the calendar for several 
years, but not until 1938 was any particular effort made 
by retail merchants to capitalize upon it. Last year, 
however, the publisher of a leading magazine for men 
decided that the occasion offered an opportunity for 
retailers of men’s merchandise to promote the idea of 
presenting father with a gift on his day in the same way 
that mother has been honored for so many years with 
gifts of feminine merchandise. On his own initiative and 
without other backing, he not only aroused the interest 
of retailers in the idea, but also, and equally important, 
“sold” to national advertisers of men’s goods the plan 
of featuring it in their advertising, and to newspapers 
throughout the country the idea of playing it up edi- 
torially to cooperate with their advertisers among both 
manufacturers and merchants. 

The newspapers sensed the opportunity for special 
advertising; cooperated enthusiastically in playing up 
Father’s Day; and more than 250 newspapers gave it 
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Above: Swank offers a fixture for showing a variety of 
masculine items. Right: Ostby & Barton's ring display 
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editorial publicity totaling a full page or more apiece 
during the two weeks preceding Iather’s Day. Haber- 
dashers, department stores, tobacconists and liquor 
dealers quickly saw the possibilities for sales and profits 
which the campaign offered for them, and as the day 
approached, featured in their newspaper advertisements 
and window and store displays suggestions for “gifts for 
father.” 

The idea took hold like wildfire, not only with the 
merchants, but with the public at large. Reports of the 
result of the promotion gathered by the publishers of 
Esquire after the close of the event showed that thou- 
sands of merchants had done a business during the week 
preceding Father’s Day of anywhere from 2C to 50 per 
cent higher than in the corresponding week of the pre- 
ceding year, despite the fact that, as every retailer 
knows, 1938 as a whole was a far less satisfactory year 
than 1937. 

The results of the Father's Day promotion were the 
answer—a fact that was still further confirmed by the 
reports from department stores which showed similar 
increases in their men’s wear divisions during the very 
same week that other departments were running behind. 

For some reason, however, while a very few jewelers 
took advantage of the opportunity, most of them com- 
pletely failed to do so. Certainly there is no logical 
reason why the jewelry trade shouldn’t share in this 
enormous volume of additional business. Gifts are the 
specialty of the jeweler above all other classes of mer- 
chant, and the jeweler’s stock contains the goods which 
father would most prefer as gifts. No jeweler needs to 


Special Father's Day display fixtures may be had from 
leading manufacturers of men's Jewelry. Here are two 
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Qeceasion 


Father's Day was actively promoted as an 
occasion for gift-giving in 1938 for the first 
time, and retailers in various lines who took 
up the idea found it kept cash registers 
ringing. Gift business is the jeweler's field, 
and this new promotion should help jewelry. 


For window display, this “official poster in 
color, 25 by 36 inches, on heavy cardboard, may 
be obtained from the Father's Day Committee, 
32 East 57th Street, New York. Price: $2.00. 
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be told that “gifts from your jeweler are gifts at their 
best.” 

The point of all this is that another Father’s Day is 
in the offing, and from every indication will be an even 
bigger merchandising event in 1939 than it was a year 
ago. 

Not only is business generally better and retail sales 
are improving, but where last year the idea was con- 
ceived, protnoted and put over by one publisher and his 
staff, this year a real organization has been created which 
is promoting the day on a much more comprehensive and 
thorough basis. For one page of newspaper publicity 
that our publisher friend was able to secure in 1938, this 
committee with its many connections and influences will 
probably get five in 1939. Governors of almost every 
state in the Union have issued proclamations urging that 
the day be satisfactorily observed. Practically every 
network radio hookup will have Father’s Day programs. 
Prominent women’s organizations have given their ap- 
proval to Father’s Day and are calling their members’ 
attention to it through articles in their publications. 

National advertisers who have seen the success of last 
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vear’s effort will feature it in their advertising even 
more vigorously and in greater numbers than before. 
To hundreds of thousands of potential retail customers 
Father’s Day will have a significance it has never had 
before and gift buying will be correspondingly stimu- 
lated. 

Why not get some of this business for your store? 
Feature gifts for father in your newspaper advertising 
during the ten days preceding June 18. Have at least 
one Father’s Day window playing up the idea that a 
gift from his jeweler is the finest thing that can be given 
dad on his day, and showing such merchandise as cuff 
links, stick pins, cigarette lighters, pen and pencil sets, 
watches, watch attachments and the like. Show mer- 
chandise that will embrace a wide range in price as well 
as in kinds of articles with particular emphasis upon 
popular-priced items. 

As a background or focal point in the window around 
which the display may be built, you can secure the 
“official” Father’s Day poster reproduced in black and 
white in miniature size on this page. It measures 25” x 


(Please turn to page 66) 








@ Like a nightmare is this surrealist land- 
scape. A red rubber glove wearing a diamond 
ring and bracelet thrusts upward through 
the sand, while another bracelet dangles from 
a streak of lightning simulated by red wire 


@ Surrealist faces have no regard for con- 
vention in either the number or the placing 
of the features. A scarlet mouth under where 
the right ear should be holds a cigarette 
that points towards the necklace beneath 


® Breath-taking contrasts that startle the 
spectator by their incongruity and unex- 
pectedness are the essence of surrealism. 
Here are delicate pearls against a panel 
of rough cork insulation, with the whole 
displayed before a background of satin 





@ The window at the lower right of the fac- 
ing page is called "Mobile Construction"— 
for no good reason. The pasteboard "cloud" 
suspended in the center revolves slowly to 
reveal to the beholder, in turn, a wrist 
watch, a chain, a ring and a cigarette case 
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S pniotig a really new note into jewelry window 
A display is a difficult job—but here’s one store 
which has found a radical idea that is both a potent 
salesbuilder and has stopped thousands of people in 
amazement. The store is Mermod, Jaccard-King Jewelry 
Co. in St. Louis, which beginning Feb. 7 surprised side- 
walk traffic with an amazing series of surrealist window 
displays. 

Both because surrealism has been widely recognized 
as the newest tangent in art, and because of the humor 
involved, the windows caught on instantly with public 
favor, and have caused an average of 650 people per 
day to spend ten minutes or more in examining them. 
The displays were the joint creation of Henry Arm- 
strong, a practicing architect whose work is mainly in 
modern style, and William Oliver, regular display man 
for the Jaccard store. 

There are four windows, each 32 x 36 inches, built in 
Punch-and-Judy stage style along the Ninth and Locust 
Streets corner of “Jaccard’s’” building. Using clever 
white “picture frames’ around each display, Mr. Arm- 
strong managed to put over the idea of a painting and 
fine jewelry simultaneously, so realistically that from a 
dozen feet away each resembles a brightly-lighted pic- 
ture. A three-dimensional effect was obtained by slant- 
ing in the floor and sides slightly to the rear. Subject 
matter in the displays borders very closely on insanity, 
which was precisely the message wanted. 

Window No. 1 portrays a bridge going off into no- 
where; a stuffed rubber glove wearing a diamond ring 
projecting up from a sandy waste, and a startling zig- 
zag of fiery red wire in angular bends with a diamond 
bracelet hanging from it. 

Window No. 2 exhibits an unbelievable combination 
of a piece of ragged insulation cork against a delicate 
satin background, with four strings of pearls draped 
promiscuously over it. 

The third is the gem—a nonsensical cylinder of isin- 
glass, with a rakish transparent hat, supporting a single 
cyclopean eye at one point, and a mouth with lipstick 
attached at an entirely unrelated spot. The background 
for this window is clear cellophane, which brings the 
glaring single eye up into startling prominence. Lastly, 
going surrealism itself one better, is a mystic pasteboard 
“cloud,” mounted with cigarette case, wrist watch and 


THOUSANDS! 







...Freakish? Yes... Insane? Maybe. But 
they caught and held the public's attention, 
and made Jaccard's windows talked about 
for weeks everywhere throughout St. Louis 


by ROBERT A. LATIMER 


chain, and a ring, revolving slowly in a hazy atmosphere 
of grays and blacks and entitled “Mobile Construction.” 

Astonishment and then amusement was registered on 
the faces of the crowds who stopped to look over the 
displays. Many went over them thoroughly, beginning 
with No. 1, and going slowly through the set. This was 
the real value and purpose of the trims—to obtain 
studied, careful examination by the public of the jewel 
merchandise on view. 

Backgrounds and enclosures for the windows were 
built of Upson-board with water-colors, on two-by-four 
frames. All flooring except for the “mobile construc- 
tion” trim are made up of clean sand, sprinkled with 
rhinestones and flint chips. The construction of the four 
windows was entirely executed by William Oliver, Jac- 

(Please turn to page 61) 





































































C. R. PEARSALL 
President, Leyson- 

Pearsall Co. O advertising can achieve a higher purpose than 

that of building a regular reader following. When 

people begin to look for your advertisements every day 

or every week, just as they look for their favorite comic 

strips, you can feel pretty certain of their pulling power. 





Jeweler’s “SColumn’’? Wins 


By L. H. SANDERS 


y, 





The Leyson-Pearsall Co., jewelers at Salt Lake City, 
have done just that with a unique type of advertisement 
which looks and reads like an editorial column and which 
has appeared in the same place in the Sunday edition of 
the Salt Lake paper for more than a decade. Those 
columns, written by C. R. Pearsall, President of the 
firm, are read from the Canadian border to Arizona. 
They've drawn literally hundreds of letters of comment 
from all over the United States. Some time ago Asso- 
ciated Press wires carried a complete story on the col- 
umns and the man behind them. 





The history of Mr. Pearsall’s columns is a simple one. 
Many years ago he decided that the way to build a per- 
manent business on a conservative, profitable basis was 
to make the store name stand for something. He felt 
that to get the type of business he wanted, it was neces- 
sary to avoid being “‘just another jewelry store.” Being 
a man who had a knack for putting an interesting, 
homely philosophy on paper, he turned to column writ- 
ing to do that job. Today when people in the Rocky 
Mountain district hear the name Leyson-Pearsall, thou- 
sands of them immediately associate it with the prin- 
ciples expressed in Mr. Pearsall’s writings. 

What about the benefits of this type of advertising? 
Well, they can’t be judged solely from the point of 
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Leyson-Pearsall store reflects dignity and sincerity. 


immediate results—they aren’t that kind of ads. The 
column is written to build reader interest, to foster an 
atmosphere of friendliness and trustworthiness, and to 
create a personality for the store by dispensing a sound 
philosophy of life, rather than to advertise specific lines 


Many Friends 


of merchandise. Only once in three or four weeks is any 
reference made to the store’s goods. 

Yet it has reaped a rich reward in even immediate 
returns, as well as in building good will and prestige. 
Scores of new customers have been traced to it from 
time to time. And Leyson-Pearsall is generally recog- 
nized as one of the most successful jewelry stores in the 
entire Rocky Mountain territory. Its diamond and watch 
sales exceed those of many far larger stores; it does one 
of the most outstanding silver businesses in the west; 
its giftwares department is second to none in this sec- 
tion of the country. 

Tangible evidence of the advertising value of the 
columns is continually appearing. For example, a couple 
of days before our visit to the Leyson-Pearsall store, a 
man who had been attracted by the column drove some 
250 miles to buy a diamond ring and a watch for his 
wife. He was a middle-aged rancher who seldom visited 
the city. On coming into the store he asked for the man 
who wrote the column in the Sunday paper. When Mr. 
Pearsall came out the rancher started by saying that he 
had read the column for years and had always intended 
coming down to buy something but had never gotten 
around to it. His wife had never had a diamond or a 

(Please turn to page 58) 
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Pearsall columns 
cover many fopics. 
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An island show case in a store 16 feet wide 


Fit the Layout to the Store 


ANY articles have been published describing and 
picturing newly-built or remodeled jewelry stores, 
almost invariably commending the merchandising layout 
of the store described. Because of the fact that the de- 
scriptions and layout shown in these articles are often 
used by jewelers as a basis from which to plan their own 
remodeling, or the erection of a new store, I believe that 
a word of caution on the danger of merely picking up 
and copying what someone else has done is very much 
in order. 

For, while the stores that are thus shown are, for the 
most part, both artistically attractive and merchandis- 
ingly effective, two important factors must always be 
borne in mind. The first is, that what may be successful 
in one store may not be equally so in another because of 
differences in store dimensions, location, clientele, etc. 
Second, even with designs and layouts which are on the 
whole satisfactory, there are frequently details of ar- 
rangement which have not been handled as well as they 
might be and which, if they were changed, might con- 
siderably improve the effectiveness of the whole store. 
To copy blindly what another has done means copying 
such errors, as well as the good points. It is much wiser 
to study and analyze the various elements with a view to 
improving still further upon what has already been done. 

In an effort to point out some of the more common 
errors of store arrangement, I am going to discuss in 
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Information please! Is my store wide enough 
to use an “island show case?" Murray M. 
Pearlstein, expert store designer, here dis- 
cusses this significant phase of store layout. 


this series of articles some of the features that are most 
frequently incorporated in jewelry store layouts. This 
first article will confine itself to the “island show case” 
arrangement favored by many jewelers. 

This arrangement has some definite advantages, but it 
For one 


is also subject to some definite limitations. 





Floor plan of above shows tight quarters. 
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The general appearance of the 
store with floor plan sketched 
above is commodious and in- 
viting. Space between island 
show case and the wall cases 
permits silverware sales tables. 


’ 


thing, it is suitable only in stores of fairly large widths. 
Too many jewelers, just because they think the island 
showcase is “the thing to do,” have had this type of fix- 
ture built in stores whose width is not sufficient to allow 
for efficient use of such a unit. 

To make this point clearer, I have drawn two sketches 
of stores using such unit. (These sketches are not in- 
tended to show the most modern designs of show cases 
and fixtures—but merely to indicate the placing of the 
equipment. ) 

Figure 1 shows a store of average width (16 feet) in 
which such an island is used. The wall cases, in which 
are displayed silverware, appliances, and gift goods, 
flank this island on both sides. This arrangement, no 
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Sketch showing the floor 
plan of a store 26 feet 
wide. This is the mini- 
mum width where an is- 
land show case can be 
satisfactorily installed. 





doubt, appears outstandingly attractive to many jewel- 
ers; but let’s analyze the floor plan of this arrangement 
(see Fig. 2). 

Diamonds, watches and jewelry are sold at the island 
show case unit. In other words, the sales of merchandise 
made over the cases of this island are responsible for the 
larger part of the dollar volume of the business done by 
the store. That means that this island is presumably a 
fairly busy place, which in turn means that the sales 
people who are working behind it must have an ade- 
quate area in which to operate. A width of three feet 
six inches is about the minimum which will permit two 
clerks behind the show cases to pass each other, without 

(Please turn to page 66) 














My Dad's shopping for 
our present to give 
to Mom on Mother's Day 













Lovely Gifts for | 
a Loveable Lady... 
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OTHER’S Day comes Sunday, May 14—the day 

that is set aside for us to do homage to our 
mothers, and for the sons and daughters of living 
mothers fittingly to express their regard. Be she mod- 
ern or old-fashioned, young or getting on in years, every 
mother cherishes those all-too-infrequent expressions of 
love and appreciation from her children. 

“Mother’s Day gifts from the jeweler are Mother’s 
Day gifts at their best.” Not only is the loveliness, 
smartness or style of a jewelry-store gift a compliment 
to the mother who receives it, but the changeless quality 
of silver, gold, platinum, gems and most of the giftwares 
makes such a gift one to hold and cherish, a reminder 
that mother is not forgotten by those she loves. 

The promotion of gifts for Mother’s Day requires 
great tact, that it shall not be too coldly commercial, yet 
avoid the sentimental slough of tear-jerking phrases; 
sentiment overplayed savors of insincerity. Promotion 
plans must also consider young as well as elderly 
mothers, featuring gifts suitable for each, and suggest- 
ing that Dad assist the children in selecting a most desir- 
able gift for Mother—a pleasant conspiracy, particularly 
when the youngsters contribute a part of the purchase 
price from their allowance! 
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On facing page, two suggestions for ads fea- 
turing gifts for Mother. In the upper ad use 
pictures of merchandise in the spaces indicated 
by gray square. The panel at the upper right 
of this page can be adapted for either window 
: or showcase display with an assortment of ap- 
propriate merchandise. Lower right—Window © 
setting built around an enlarged photograph 
framed in white painted wood. Drape fabric 
over the steps. Note how the Mother's Day 
carnation is used to associate ads and displays 
with each other and with the Mother's Day idea. 


One agreeable way to combine sentiment with straight 
commercial copy or displays is to use quotations from 
famous writings. Above a picture of a typical mother in 
an ad layout insert one of these quotations, and follow 
with a caption such as “Lovely gifts for a lovable lady— 
your Mother’ or “Enduring affection is expressed by 
these enduring Gifts of Jewelry.” Then add merchan- 
dise illustrations and descriptions to complete the ad. 
An entire series can be arranged with these several 
quotations: 

Over my heart in the days that have flown, 

No love like mother-love ever has shown; 

No other worship abides and endures, 

laithful, unselfish, and patient, like yours. 
—Elizabeth Akers Allen, “Rock Me to Sleep.” 


Years to a mother bring distress, 
But do not make her love the less. 
—Wordsworth, “The Affliction of Margaret.” 


In the heavens above 
The angels, whispering to one another, 
Can find, amid their burning terms of love, 
None so devotional as that of “mother”. 
—Edgar Allan Poe, “To My Mother.” 
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They say that man is mighty, 
He governs land and sea, 
He wields a mighty scepter 
O’er the lesser powers that be; 
But a mightier power and stronger 
Man from his throne has hurled, 
For the hand that rocks the cradle 
Is the hand that rules the world. 


—William Ross Wallace, 
“What Rules the World.” 


Who ran to help me when I fell, 
And would some pretty story tell, 
Or kiss the spot to make it well? 
My Mother. 
—Ann Taylor, “My Mother.” 


The bravest battle that ever was fought; 
Shall I tell you where and when? 
On the maps of the world yow'll find it not; 
It was fought by the mothers of men. 
—Joaquin Miller, 
“The Bravest Battle, Mothers of Men.” 


(Please turn to page 63) 











N another page of this issue we publish a letter from 

C. M. Bradbury, president of the Associated Credit 

Jewelers of New York and New Jersey, which is in reply 

to an article in the February issue of THe JEWELERS’ 

Circuvar-KeystTone under the title, ““What’s the Differ- 
ence?” 

Let’s examine some of the arguments presented. The 
letter says that Tue Jewerers’ CircuLar-KeystTone in 
opposing the practice of soliciting program advertising is 
“pandering” to wholesalers and manufacturers. Funk 
and Wagnalls’ Standard Dictionary defines pandering 
as “ministering to the passions or base desires of others.” 
We will agree that the firms who are being constantly 
deluged with appeals to advertise in the programs of 
this, that and the other association have a desire amount- 
ing perhaps to a passion to lighten this load which in re- 
cent years has assumed such unreasonable proportions. 
Apparently Mr. Bradbury feels that that desire is a 
base one. With that we do not agree. We believe that 
the desire of manufacturers and wholesalers to keep their 
contributions to retail associations somewhere within rea- 
son is entirely proper and justified. They are willing to 
do their share, but the demands that are being made upon 
them have passed far beyond all reasonable limits. 

A directory of national and state jewelry associations 
published in the January issue of this magazine lists 
80 such organizations, and this does not include the 
scores of city and local associations. Many of these, 
and of the local groups as well, at least once a year get 
out a program and solicit “advertising.” Is it any wonder 
that manufacturers and wholesalers are getting a little 
fed up with it? 

The attempt to argue that this magazine does the same 
thing that associations are doing both is aside from the 
point, and is not the fact. Tue Jewerters’ Circucar- 
Keystone offers its advertising space solely upon the 
business basis of actual value given for value received, 
and does not ask for a line of advertising or a penny of 
revenue on the basis that the advertiser will be “support- 
ing” something that is for the good of the industry. 

As for the soliciting of retail merchants for program 
advertising by local consumer groups, we have already 
stated our views on that topic in our January issue, and 
retailers have heartily indorsed that position. 

Let’s stick to the subject under discussion, which is 


Ad’ver-tis-ing. 1. 


Is This 
the Best Way? 


The act of announcing or offering for sale in 


such a manner as to induce purchase. 
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—Funk & Wagnalls Standard Dictionary 


the position of ‘Ture JeweLers’ CircuLar-Kerystone in 
regard to the practice of soliciting advertising for asso- 
ciation programs. In order that there may be no mis- 
understanding, we repeat it: 

First of all, we believe in and have supported, and will 
continue to support all constructive work which the vari- 
ous associations are doing for the jewelry trade. Obvi- 
ously, money is needed to carry on such work. 

But, we do not believe that the sale of program ad- 
vertising is the proper way to raise that money. In the 
first place, the problems with which these associations 
deal are problems of the retailer, and unless retailers are 
willing to take the position that they are mere vending 
machines for the manufacturer, the activities of the as- 
sociations should be financed at least in the main, if not 
entirely, by the dues and contributions of its member 
retailers. 

We cannot agree with Mr. Bradbury that the manv- 
facturer is the principal beneficiary of the activities of 
retailers’ associations. The manufacturer is going to 
sell about the same amount of goods in any given locality 
regardless of local retail problems, while to the retail 
jeweler the cleaning up of some local situation may mean 
the difference between doing a profitable business and 
going broke. 

Why then should the retailer expect the manufacturer 
to contribute hundreds while he pays only a few dollars 
a year for dues? Remember, too, that the retailer usually 
belongs to only one association, while the manufacturer 
is called upon to contribute to many. 

It is our belief that at least a large part of the revenue 
that would be given up by not soliciting program adver- 
tising could and should be replaced by a schedule of ade- 
quate dues from the people who primarily benefit by the 
association’s activities. Perhaps it is an old-fashioned 
idea, but don’t we all have more respect for the man who 
stands on his own feet and pays his own way than for 
the fellow who’s always looking for a free ride? 

If an increase in dues to an amount which would still 
be financially possible for retail members should not 
completely make up the difference, would it not be pos- 
sible to cover the deficit in other ways than by selling 
“advertising” which is not advertising at all, as evidenced 
by so many “Compliments of,” and in some cases with- 

(Please turn to page 78) 
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OU, as a retail jeweler, as an advertising man, or 

as a jewelry store salesman, are probably using in 
every day of your business life certain phrases or ex- 
pressions to which others in the trade might take ex- 
ception. 

Perhaps through long usage by you, and by others 
with whom you come in daily contact, certain of these 
expressions, or trade practices, have become part and 
parcel of your scheme of operations. You may be loath 
to root them out of your sales vocabulary, or to change 
your way of selling, after years of successful merchan- 
dising. 

Perhaps if you sat down at a conference table with 
your competitors—not only the jewelers, but all the 
merchants in your city—for a discussion of business 
methods, you would find many controversial points. But 
by a give-and-take method you might finally arrive at a 
standard which would prove satisfactory to a majority. 

Just such a thing has been done by the National As- 
sociation of Better Business Bureaus; but instead of 
working with only a small group of retailers, the 
B. B. B.’s took the recommendations of dozens of small 
retail groups and national associations of retailers in 
order to compile the excellent standards as found in its 
Guide. 

This Guide, now in its second edition, has been 
adopted by numerors local retail groups, and by groups 
in certain lines of business, such as jewelry, drug stores 
and department stores. In larger cities which boast of 
Better Business Bureaus the work of administering a 
local agreement has been turned over to them with grati- 
fying results. 

The following is the second installment of the series 
of excerpts, from the rather voluminous Guide for Re- 
tail Advertising and Selling, begun in the February 
issue of this magazine: 


Description 


All descriptions should be fair and accurate as to source of 
product, as to illustrations and as to manufacture, etc. 
Note; Aside from the legal requirements governing 
the description of merchandise and services, it is recom- 
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This second installment in a series of articles based 
on "The Guide for Retail Advertising and Selling" 
issued by the National Association of Better Busi- 
ness Bureaus, Inc., is intended to give you, a jeweler, 
an honest sales language, in order to win and hold 
consumer good will. Part one appeared in February. 


mended that wherever failure to describe the essential 
facts concerning the merchandise or service would be 
likely to lead to the deception of the consumer, such facts 
be disclosed in advertising and selling. 

Descriptive statements that are set forth as facts 
should not only be literally true but they should lead 
the consumer to a correct understanding of the essen- 
tial facts. A description such as ‘60% Wool and Rayon’ 
for stockings made of 10% wool, 50% rayon and 40% 
cotton is incomplete and ambiguous. 

Countersigns, window cards and other announcements 
designed to attract the customer’s attention should not 
only be accurate but they should be so constructed in 
layout and lettering as to lead to a correct understand- 
ing of the facts by the consumer. 


MANUFACTURER, ETC. 


No description should be used or statements made which 
would lead the public to believe an advertiser is engaged in 
the manufacturing, wholesale, or importing business unless 
such is a fact. 

In advertising goods at retail it is improper to use the term 
“Wholesale” in any way that might imply or create the im- 
pression, that the advertiser’s business is a wholesale business. 


GEOGRAPHICAL NAMES 

Foreign words and terms indicating both quality and origin 
should not be applied to domestic articles. The term “Sheffield” 
applied to silverplate means, silverplated ware made in Shef- 
field, England, and of a quality and type like that of the 
plated ware originally made under the Sheffield process. (See 
F. T. C. 1159, 2386, 2573, 2638.) 


ACCURATE ILLUSTRATIONS 


When an illustration of an article of merchandise appears 
in advertising, the illustration should accurately portray the 
merchandise to be sold as to size, quality, quantity, design, 
substance, price and all other parts. 

Misleading illustrations or layouts of any nature which show 
merchandise in a false or misleading relation to the price, or 
in exaggerated proportions, should not be used. Illustrations 
of merchandise which are not representative of the merchan- 
dise in stock or advertised should not be used. 


ENLARGED ILLUSTRATION 


Advertisements frequently include enlarged illustrations for 
the purpose of clearly showing the style or details of a small 
article. Such illustrations may create an incorrect impression 
as to the actual size of the article illustrated or of its com- 
ponent parts. 

Where such illustrations might create an incorrect impres- 
sion as to actual si-e (e. g., in illustrating diamond rings and 

(Please turn to page 69) 
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Aesop’s 
Fable of the Ant 
and the 


Grasshopper 


[RONSON VERSION] 





Once upon a time there were two 
jewelers. A and B. Father's Day 
was near. Jeweler A suggested to 
Mrs. Gray that the new Ronson 
PenciLiter would be a useful and 
handsome gift for Father. The idea 
hadn’t occurred to her but she was 
delighted. Her Father’s Day prob- 
lem was solved. 

To Jeweler B, Father’s Day was 
like any other day. He’d get busy 
with gift ideas at Christmas. So 
Mrs. Brown said, “I don’t see any- 


thing I want today,” and bought 








‘ = 
Penci — 


her PenciLiterfrom Jeweler A- 


who was then one up on Jeweler B. 





This gave Jeweler A an idea. 





He said to himself, “It’s plain that 


it’s easy to sell something with gift 
possibilities when people are gift- 
minded. Just as it’s easier to sell 
fireworks in July than in March. 
And if other people act up to 
suggestions from me the way Mrs. 
Gray did, it ought to be a cinch.” 

So before Mother’s Day he sug- 
gested to Mr. Gray that a Ronson 
Touch-Tip DeLuxe would look 
lovely in Mother’s bedroom. Before 
graduation he suggested to the 
Browns that an Ultracase [ Lighter- 
Cigarette Case] with his monogram 
would be swell for Jimmy. And be- 
fore the June couples said “I do,” 
he hinted to the family and friends 


that there is nothing nicer than a 





Touch-Tip DeLuxe 
Touch-Tip Cigarette Cabinet for 
them. He didn’t forget to suggest 
Ronson Superpacts for the brides- 
maids and Standards for the ushers. 
Nor did he overlook the birthdays 
and anniversaries which are always 
occurring in Our Town. 

~ So A’s cash register jingled and 
jingled. He became jolly, plump 


and prosperous. While B was wait- 





ing for Christmas. And when Mrs. 





B asked, over the evening chops, 


why A was doing so well, all poor B 








Touch-Tip 
Cigarette 
Cabinet 


Super pact 


could answer was,“He’s just lucky.” 


Morat: It’s a gift. 





It helps to remind customers that to 
light-up with a RONSON is safer 
and cleaner. And looks much better. 
That it’s the smart, modern thing to do. 
Have a May issue of Esquiré handy 
— out April 15th. Show them the full- 
page RONSON ad. It pictures the 
RONSON Exhibit at the New York 
W orld’s Fair, Store No. 1, adjacent 
Academy of Sports, Constitution Mall, 
Fair's main axis. It makes the reader 
conscious of the smartness, usefulness 
and desirability of RONSON Lighters. 
It helps you sell RONSONS. Espe- 
cially if you display them and tie 


up with this convincing advertising. 





Standard 


~ RONSON 


WORLD'S GREATEST LEIEGHTER 
TRADE MARK REGISTERED 
See the complete RONSON Lines through your jobber 
or at our permanent display rooms. New York: 347 
Fifth Ave., Chicago: 36 South State St., Los Angeles: 
728 South Fiower St. - ART METAL WORKS, Inc. 
Offices and Factory: Aronson Sq., Newark, N. J. 
Canada: Dominion Art Metal Works, Ltd., Toronto. 
England; Ronson Products, Ltd., London, W: C. 2. 


U.S. Pets. Re. 19,023-1,986,754. Can. Pat. Nos. 288. 148-289, 889-349, 108. 
British Pat. Nos 291,696-436,667. Other Patents and Patents Pending. 


Keep RONSON customers satisfied by selling only genuine RONSON fuel, igniters and wicks. Satisfied RONSON users send others to your store. 











Anrirnut 
Gem Beliefs 


Use of term "Oriental" to distinguish precious 
gems from softer stones of similar hue dates 
back to Medieval days. Some of this ancient 


lore will help to fascinate your customers in jewels. 


by FRED ROSE 


EMOLOGY, like every other science, has a strange 

and wonderful background. In its groping toward 
truth, every specialized branch of knowledge has left a 
startling record of information and mis-information. 
Modern medicine is amazed at some of the discoveries 
of the medieval barber-surgeon, horrified at many of its 
diagnoses and treatments; modern chemistry has both 
reverence and laughter for the medieval alchemist, whose 
quest for the philosopher’s stone and a way to change 
lead into gold foreshadowed the laboratory science of 
today; modern astronomy owes its beginning to the 
ancient astrologer, who plotted the stars in their course 
but was convinced that his little world was the center of 
the universe. 

The science of gemology owes a similar debt to stu- 
dents and philosophers of ages past. Of course, the 
recorded writings of these men, dating back several cen- 
turies before the Christian era, reveal a mass of confu- 
sion about gem-stones. The tools, tables and useful data 
which the jeweler has today were not in their posses- 
sion; yet, without tests and instruments for reflection, 
refraction, dispersion, specific gravity, or electrical char- 
acteristics, they reached many conclusions about dia- 
monds and colored gems that remain valid today. 

Take for instance the following paragraph, written by 
John Hill in 1746. It treats of a topic that is rife today, 
topaz and topaz quartz: 

“Our topaz is a very elegrant and very beautiful gem, 
of which the jewellers have two kinds, the Oriental and 
Occidental; the Oriental are of a fine pale yellow like 
the Jonquil flower. They are of very great splendour 
and equal the ruby in hardness. The Occidental are 
often very beautiful but are distinguished from the Ori- 
ental by their softness, for they are no harder than com 
mon crystal and by a foxy redness with the yellow.” 

Going back, for another instance, to the time of the 
mineralogist, Theophrastus, who flourished between 372 
and 287 B.C., we find this: “Other difference there also 
are in gems of the same name as in carnelians, that 
species which is pellucid and of a brighter red, is called 
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the female; and that which is pellucid and of a deeper 
red, with some tendency to blackness, the male.” 

Whether this “‘pellucid” carnelian was the same as our 
present carnelian and sard is not as noteworthy as the 
system by which such stones of the same species but 
different colors were identified. If practiced now, that 
mode of discrimination would doubtless do away with a 
great deal of argument over the dividing line between 
carnelian and sard by merely giving the benefit of the 
doubt to the lady. 

John Hill, who translated that observation from the 
Greek, makes a lasting assertion of his own, “As the 
history of gems is at best a thing too full of confusion 
and, uncertainty, we ought, of all things, to avoid adding 
to it, by losing more of the old distinctions.” 

And this was conveniently done, too. 
transparent stones, for example, we find they were 
divided into three groups, according to the hardness, 
namely “diamond,” “sapphire” and “crystal.” Diamond 
was diamond but all other stones harder than crystal 
were considered as different types of sapphire. There 
was the yellow sapphire called Oriental topaz, the red 
sapphire called Oriental ruby, a pretty good hit, the 
green sapphire called Oriental emerald, and so forth. 

Stones of the crystal hardness were called Occidental 
topaz, Occidental emerald, amethyst, etc., according to 
the color. The quaint custom of using oriental and occi- 
dental still holds good today in some parts of the jewelry 
world. It originated from the fact that in the Middle 
Ages and the Renaissance nearly every fine precious gem 
came from the East. 

Coming up to 1652 we find Thomas Nicols with a book 
which he titled ‘“‘A Lapidary or The History of Pretious 
Stones, with cautions for the undeciving of all those that 
deal with pretious stones,” which speaks for itself quite 
well. In it he offers the procedure by which the jeweler 
may discover a doublet. This is a jewel in itself: 

“Any thoroughly transparent tinctured gemm what- 
ever, may be adulterated by two Saphires, or with two 

(Please turn to page 82) 
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| Meow ese EK as vast in scope as that of the New York World’s Fair, opening 

the last of this month, can hardly fail to impress artists in every domain, 
jewelry included. The adjoining illustrations have been envisioned by artists 
connected with “L’Officiel de la Bijouterie et Accessoires,” of Paris, as exam- 
ples of jewelry of tomorrow. They are big, striking, and combine natural 
color gold and colored gems with artistic skill. The wide bracelet has a styl- 
ized acanthus foliage motive, with ribs of calibre rubies, emeralds or sapphires. 
Large colored gems seem to spill from the cornucopia-styled necklace, the 
construction of which keeps it in place about the neck. 
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ZIRCON... 
Gem of Mystery 


by ROBERT M. SHIPLEY 
President, Gemological Institute of America 


Q. What is the origin of the name, Zircon? 


A. It seems to have come either from a Persian word 
meaning “gold colored” or an Arabic word meaning 
“yermilion,’ as the gems of these ancients were this 


color. 


Q. Is this gem a modern gem or is it an ancient 
gem? 

A. Both—it is modern because it is extremely fash- 
ionable and popular today. However, the zircon has 
been known for centuries, since it was in high favor in 
Greece about 300 B. C. Its present-day return to popu- 
larity dates from about 1920 when the blue zircon first 
appeared. It immediately centered interest on the zircon 
and has remained its most popular color. However, the 
zircon occurs in a wide range of colors and, with the 
present vogue for color, the jeweler student of gemology 
is promoting the sale of zircons of other colors, as well 
as of the blue variety. 


Q. Where is zircon found? 


A. In Ceylon, Upper Burma, Siam, French Indo- 
China an a few in France. The principal source of the 
mineral which produces the blue zircon is now French 
Indo-China. 


Q. Are there several varieties of zircon known 
by different names? 


A. Yes. There is the blue zircon, sometimes called 
Sarlite. The exquisite blue color of the finer qual- 
ities are the most popular of all the colors in which 
zircon occurs. Other popular varieties and colors are 
the Jacinth or Hyacinth which are yellow, orange, red 
or brown. The green variety is not so well known. The 
Jargoon or colorless zircon, sometimes called “Matura 
Diamond,” is rarely found naturally, and is usually 
produced by heating the Jacinth with certain chemicals. 


Q. Why is zircon called the “Gem of Mystery”? 


A. There are three different mineralogical varieties 
in which the physical properties vary. Hence, because 
less is accurately known of zircon from a gemological 
standpoint than any gemstone, it is often called the 
“Mystery Gem.” Heat changes the color of many speci- 
mens and men have spent years on the study of this 
gem in an attempt to explain the changes of color, but 
its true nature remains a mystery and still little is known 
of it. One man has devoted almost three years to re- 
search on this subject. 
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A leaf- 
green 
zircon 

weighing 
71 carats 





Photo by American Museum of Natural History 


Q. Is zircon a durable gem? 


A. Yes, but zircon should be worn with care. It is 
714 in hardness but most specimens will fracture or 
“pit” easily. 


Q. Should this affect the sale of zircons? 


A. No. If a customer is warned against giving a zircon 
hard treatment, its beauty and the other qualities which 
have made zircon popular through the ages will more 
than offset its lack of toughness. The surface fractures 
are easily removed by polishing and the possibility of an 
occasional necessity of repolishing should no more affect 
a zircon sale than the sale of a light colored coat is 
affected by the necessity of cleaning. 


Q. Is the zircon exceptionally brilliant? 


A. No other gemstone which is offered in commercial 
quantities in the trade so closely approaches the diamond 
in both brilliancy and fire. 


Q. Are blue zircons ever found in nature? 


A. World wide questionnaires sent in 1936 by the 
Gemological Institute of America revealed only one 
authority who had seen “blue” zircon in an original de- 
posit in a mine. However, further correspondence proved 
that the color was pale and nearer to green than to blue. 
Therefore, the rough, blue zircons which are frequently 
seen as well as the cut stones have all probably been 
heat treated. 


Q. By what process are the blue, colorless and 
brown varieties produced? 


A. The briefest article describing this process would 
require several pages of very fine print. In general, 
rough material of a greyish unattractive appearance is 
heated to varying temperatures, and, depending upon 
the source of the rough, and the temperature and length 
of time heated, varying results are obtained. Out of one 
group of rough specimens heated, there is often found 
a number of blues, whites, browns and off-color stones. 
By re-heating one or more times, some of the off-color 
stones may still turn out blue, colorless or brown. Au- 
thorities differ as to the necessity for the use of chem- 
icals or the heat at which the color change occurs. 
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JEWELER'S COLUMN WINS FRIENDS 
(from page 43) 


watch so he’d decided—after a great many years—that 
he had better buy her both at the same time. And Mr. 
Pearsall sounded like a man he could trust, so he came 
here. 

Another day a young man who wanted to buy an 
engagement ring asked for Mr. Pearsall. It developed 
that at the time of his graduation from school a eouple 
of years before he had read a column of Mr. Pearsall’s 
about the things a young man starting out in life should 
think over. The lad was so much impressed by that mes- 
sage that he’d remembered the store for two full years 
and when he was in the market for jewelry immediately 
thought of Leyson-Pearsall. 

A few weeks ago Mr. Pearsall took a vacation trip to 
a little town some 400 miles north of Salt Lake. At the 
place where he stopped a little deaf and dumb girl 
timidly came up to him and extended a pad with a ques- 
tion written on it as to whether he was Mr. Pearsall. 
(Someone had pointed him out.) The child, learning the 
identification was correct, delightedly wrote how much 
she enjoyed his column and that she hoped sometime to 
come and visit his store. 

Those are only a few of the thousands of compliments 
he has received. Today he can’t walk a block on Main 
street, can’t go into a restaurant for lunch without hav- 
ing someone comment on his latest column. His writings 
have given the store a priceless personality. 

Ask this Salt Lake jeweler what it is that had made 
his advertising so popular and you'll hear something like 
this: “It’s just a case of putting simple observations 
about commonplace things on paper in a way that any- 
one can understand. Most everything in life is interest- 
ing if you look at it in the right way. So I try to write 
about ordinary things of interest to the average person 
in just the way that you or I would talk about them.” 

The subject matter used in Mr. Pearsall’s columns is 
as varied as the weather. One time he'll devote an entire 
column to fishing, another time to a trip into the desert. 
Again he may go into a discussion of political economy 
or the problems of youth or some matter affecting busi- 
ness in general. Without consideration of the effect on 
a minority, he writes what he thinks. Sometimes his 
columns draw unfavorable comments as well as compli- 
mentary ones. But the very fact that he does express his 
own opinions and has never “pulled any punches” ac- 
counts for much of the column’s reader interest. 

Excerpts from a few of the columns, some of them of 
the straight editorial type, and others of the direct ad- 
vertising appeal which is occasionally used, will help 
give an idea of the way in which they are handled. The 
first is from a column entitled ‘The Desert”: 

“When one is worn out with the babble of civilization, 
what better than the serenity of the wide open spaces to 
calm the spirit? I often drive alone many miles into the 
desert where, without interruption, I can listen to the 
silence of the waste spaces, broken only by the bumping 
of the fitful wind against the car and the occasional 
swish swish of a transcontinental motor outward bound 
to a new horizon. I believe it takes the weariness out of 
both mind and body to go occasionally into the desert.” 

One recent column was written from New York City, 
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where Mr. Pearsall was stopping on a business trip. | 


After explaining that he is in the big city and describing 
the manifold things of interest to be seen there, ranging 
from a view of the sunset on Riverside Drive to the 
theaters and night clubs, he concludes: “The fact is, 
New York doesn’t care what you do. You can be tough 
and no one knows it, or you can be pure and no one 
knows it. There are only seven million other people in 
New York and all this multitude does to you is to make 
you lonesome.” 

A pert of a column written while on a recent vacation 
reads: “This summer I have defied even the call of busi- 
ness to interfere with the complete enjoyment of a long 
vacation in the country. For years I have maintained 
that most businessmen are unduly concerned regarding 
their personal value to their own business, and with only 
a slight wound to my vanity I have proved the soundness 
of my point of view through my own experience. 

Some of the columns deal with store policies. For 
example, one entitled “Service” says in part: “Much is 
said and written about the service in business . . . simple 
and natural courtesy and complete lack of high-pressure 
salesmanship are our chief accoutrements of trade. We 
believe this is the only really worthwhile service that 
either we or any other merchant renders to any one. 
With us it is universal regardless of the social standing 
or the financial worth of the shopper.” 

Apropos of the desirability of picking a trustworthy 
jeweler and seeking his advice, one column said: “Some 
people resent the usually sound assumption that their 
knowledge of watches and diamonds is limited and that 
they would profit more if they would listen to one jeweler 
in whom they have confidence than to many whom they 
do not know at all. Yet, as a matter of fact, few of us 
really know much about any kind of merchandise outside 
of our own articles and the more we shop, the more 
bewildered we become. 

“What the average shopper doesn’t know about 
watches and diamonds is vastly more than what he does 
know and when he reconciles himself to this fact he will 
be on the right road to the right jeweler and to shopping 
safety.” 

When specific merchandise is featured the advertising 
is always done in a highly readable and interesting way 
and usually in story form. Here’s a good example from 
one of Mr. Pearsall’s recent columns: “Now and then a 
piece of jewelry comes into our possession through liqui- 
dation of an estate or through trade that we can sell at a 
price so low that, compared to its actual value or original 
cost, it becomes almost a gift to the fortunate buyer. 

“We have now for sale a gorgeous diamond and em- 
erald bracelet bought in Paris several years ago for 
$6,600. This beautiful ornament was valued recently by 
a leading New York jeweler at $5,500. The original 
owner pledged it for a relatively small loan and was 
unable to redeem it and the present owner will sell it 
through us for $1,820—including sales tax.” 

This announcement appeared in Sunday’s paper. Be- 
fore 10:30 Monday morning the bracelet was sold. 

A special sale to clean up odd items of merchandise 
before bringing in new stock for the Christmas season 
presented the matter to the public very frankly, the 
column reading in part as follows: “We have a lot of 
merchandise that we wish to sell at one half our regular 
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retail prices . . . (a considerable list of items followed). 
... The objects on sale range from $1 up to about $100 
and the reason for sacrificing them is either because of 
price, design or usefulness but chiefly because we want 
room for a new stock for Christmas which, by the way, 
our buyer will begin to select next week in New York. 
. . . We have not mentioned all the items we intend to 
sell at one half price but our tables and windows will tell 
the whole story. Articles purchased now for Christma: 
will be stored in our vault without charge.” 

Mr. Pearsall states that practically every piece of 
merchandise included in the sale was disposed of through 
this one ad. 

With columns featuring specific lines of merchandise, 
the class of goods covered is rotated so that each, in 
turn, get, equal benefits. And, of course, the benefit of 
the strictly institutional presentations extends equally to 
every department in the store. 


WHY SEALING WAX ON EXPRESS PACKAGES? 
I Railway Express Agency’s rule for putting sealing 

wax on all express packages an unnecessary nuisance 
for jewelers and only “a relic of the days when men 
wore powdered perukes and the ladies wore hoop skirts?” 

Percy K. Loud, secretary-treasurer of Wright, Kay 
& Co., Detroit, thinks so; he has asked the Detroit office 
of the express company to rescind the sealing-wax re- 
quirement, and he’s asking other jewelers to write to 
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Diamond Clip Brooch with genuine Emeralds 
in. center. 

Diamond Bracelet with six Gem Faceted 
Rubies —Three Emerald-Cut Diamonds. 
Diamond Watch Bracelet — 187 
38 fancy shaped diamonds. 
Diamond Cuff Links with four finely matched 
Oriental Faceted Sapphires — also may be 
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had with faceted Rubies, Star Rubies, or Star 
Sapphires. Complete Dress Sets to match. 


Loose or mounted Diamonds * Star Sapphires 


CHEERFULLY SENT TO RESPONSIBLE 
» JEWELERS ON MEMO. 


their own express offices in protest against continued 
wax-sealing. 

The Detroit office of the express company, Mr. Loug 
said, consulted the traffic department of the whole agency 
and received ‘definite information that the sealing of 
money classification shipments with wax seals on any 
package containing money, bonds, valuable papers, 
jewelry, ete., will not be changed—and that such ship- 
ments must be sealed with wax; that each seal myst 
show a distinct and perfect impression of the sealing 
instrument.” 

“Now, in our opinion,” Mr. Loud said, “this appears 
to be unnecessary work for somebody. And we believe 
that since it has been found perfectly possible for the 
post office to get rid of nine-tenths of the sealing, we 
believe that the express office can do the same. There 
certainly is no question that the reason we use the post 
office in 99 per cent of our shipments is because of this 
fussy job of sealing. 

“We believe if the jewelers around the country were 
to investigate in their own traffic departments they would 
tind that their reactions are similar to our own. 

We don’t send one package out of 500 by express. 
And while we don’t know, we are convinced that there 
are a number of times when express would not only be 
better but just as cheap as registered mail. And this is 
especially true since the post office put this surcharge on 
the higher values. 

“We would like to get the opinion of 75 or 100 leading 
jewelers on this question.” 


Importers of Diamonds and Precious Stones 
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SURREALIST WINDOWS 
(from page 41) 
card’s regular’ display man, from materials chosen ac- 
cording to their surprise value, as in the case of the cork 
centerpiece in window No. 2. In this way, the Jaccard 
windows achieved a genuine freshness—something new 
to any retail field. 

Quite a story lies behind the creation of these dis- 
plays. Early in December, Oliver Wasson, vice-presi- 
dent, in a conversation with Mr. Armstrong who had 
just finished an interesting redecoration of the interior, 
expressed a desire to interest people with something new 
in the form of window displays. Quickly taking up a 
pencil Mr. Armstrong in a few moments had sketched 
such novel displays that they have been stopping all 
passersby for more than a month. Each was put in by 
Mr. Oliver on a successive day, and the number of 
people attracted counted. This gave an accurate esti- 
mate of the traffic stopped. So far, it has averaged 650 
people each day. 

“The idea of using surrealism is something almost 
never before experimented with in the retail trade,” said 
an executive of the store, ‘““and Jaccard’s conviction was 
that any reaction gained could be nothing but favorable. 
Too many jewelers rely only on merchandise itself to 
attract sidewalk impulse sales—never realizing that a 
frame is needed to set it off to best effect. 

“Ours is a store noted for handsome window displays 
—16 windows flanking two streets—but we decided that, 
often, there is too much sameness in trims. The idea 
behind the surrealist trims was to get away from the 
ordinary thing—and our results have borne out in every 
way the belief that we are on the right track.” 

Costs for each window approximated $10.00, well 
repaid in good will and interest aroused, Jaccard’s man- 
agement said. Surrealism will be used henceforth in 
jewelry merchandising in St. Louis until the new field 
loses its popularity. 


WPA TEACHES CUTTING OF MOSS AGATES 


The temporarily neglected art of cutting and polish- 
ing moss agates is being taught a group of Civilian Con- 
servation Corps enrollees stationed at Ballantine, Mont., 
by educational project workers of the Works Progress 
Administration. 

So interested have some of the enrollees become in 
this old, but useful, craft that they have gathered more 
than $500 worth of rough stones and stored them away 
to assure a supply of agate for their cutting and pol- 
ishing classes. Machinery is used in cutting and finish- 
ing the stone work, but it is essentially simple and in- 
expensive. 

The cutting wheel is made of an eight-inch disk of 
galvanized iron mounted on a shaft. This wheel makes 
6000 revolutions per minute, with power supplied by a 
small electric motor. A diamond abrasive, carried on the 
disk, grinds the rock. 

The face of the stone, after it has been sliced to the 
desired thickness, is ground smooth on a high-speed 
polishing machine which runs in water. The final pol- 
ishing is done on a wooden wheel that is charged with 
pumice stone. 

Experts in the craft have pronounced the work of the 
students as excellent. 
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In addition to Opals, our 
regular stock includes 


Zircons 
Star Sapphires 
Onyx 
Amethyst 
Topaz 
Synthetic Stones 
Cameos 
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been Opal is a rainbow of color and beauty in a mul- 
titude of varieties. Broad fold flashes of contrasting 
colors vie with the delicate blendings of pastel shades, or 
the fiery darts of the pin-fire variety. All are irresistibly 
beautiful. 

The Opal has long been a popular stone. But, within 


recent years its popularity has steadily increased so that 
now the Opal ranks with the most popular of gems. 





Our Opals are all cut in our American factory, and our 
stock is one of the most complete in this country. We are, 
therefore, always ready and anxious to supply you with 
these beautiful gems. 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY 








Spotlight ~ * Clasp 


Focal point of the incomparable beauty of 
a fine pearl necklace is the clasp. That is why 
it must be a Schicksnap, and preferably one 
of the exquisite, ew diamond SCHICKSNAPS. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of 


chicksnaps 


and other fine jewelry 
Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Chicago ° San Francisco 
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READY FOR MOTHER'S DAY? 
(from page 47) 
Maids must be wives and mothers to fulfill 


The entire and holiest end of woman’s being. 
—Frances Kemble. 


If I were hanged on highest hill, 
Mother o’mine, O mother o’mine! 
I know whose love would follow me still 
Mother o’mine, O mother o’mine! 
—Kipling. 


There is none, 
In all this cold and hollow world, no fount 
Of deep, strong, deathless love, save that within 
A mother’s heart. 
—Mrs. Hermans, “Siege of Valencia.” 


Happy he 

With such a mother! faith in womankind 
Beats in his blood, and trust in all things 
Comes easy to him; and tho he trip and fall, 
He shall not bind his soul with clay. 


—Alfred Lord Tennyson. 

In addition to using this series, much interest might 
be aroused by giving prizes for the best original poem to 
Mother. Well known persons should be secured to act 
as judges, and the contest should be announced so that 
the poems are submitted by May 6, allowing a week for 
publicity after the close. Requirements should include 
provision that the poems submitted may be used by you 
for advertising and display purposes, a nominal sum, 
whith you should name, to be paid in case of such use. 

Do not require a purchase to enter the contest. 

Ads, windows and interior displays should be started 
early. The store should be given an attractive Mother's 
Day atmosphere, for competition will be keen, and 
where sentiment plays such an important part in pur- 
chasing, it is very important to play up to the cus- 
tomer’s mood. An effective, yet inexpensive, decoration 
can be worked out with carnations, either natural or 
artificial, paper doilies and ribbon streamers of heavy 

‘paper, which can be lettered. A good color combination 
is red, white and leaf green. Where a more expensive 
setting is desired, the materials used can be as rich as 
required. 

Gift wrapping, mailing and special shopping aids for 
men should be featured. In some stores, grouping gift 
suggestions by price may prove helpful; to overcome the 
“high price” reputation, a fine Fifth Avenue gift shop 
maintains gift groupings at less than $5, from $5 to 
$7.50, and $7.50 to $10. Of course, one will find greater 
assortments at higher prices, but the prestige plus a 
popular price makes this stere’s gifts interesting to a 
lot of people. Such a grouping might be of considerable 
interest if suggested as a special help for “Dad and the 
kids who want to get something very nice but not too 
expensive for Mother.” 

Competition was mentioned; perhaps it should be 
stressed, for the department stores in your community 
will be making a big effort to capture the Mother’s Day 
business, and have the extra advantage of greater traffic 
in the stores. A casual, careless promotion on your part 
will prove very ineffectual—you must give the event the 
attention it deserves if you expect to benefit through this 
splendid opportunity for May business. 










































If you Sell Low-Priced Strings 
of Cultured Pearls . 
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“Sell good carefully selected 
$19 Strings... 
not eye-catching seconds’ 


Each string guaranteed for the life of the 
buyer, and our fifty year reputation for 
fair dealing stands behind you. 


Selections Genta strings 
on request up to $6,00Q00 


Leys, Christie & Co., Ane. 


65 Nassau St., New York City 
55 E. Washington Street 133 Geary Street 
Chicago San Francisco 
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Plan Maytime Ads in April 


an the muddle pf the Spring gift season, Jaccard’s brings to you an outstanding senes of 
ing events. is your opportunity wo purchase at savings lovely gifts for 


HE ads on this page have been chosen from the best of last eS ee Te denrclllcanyteoctla Giagste weak pon areal 

May’s jewelry store advertising to help jewelers prepare this a a 
May’s program. Mermod, Jaccard-King, St. Louis, dramatized the 
“‘Maytime” theme to promote gifts for the bride and the gradu- 
ate. .. . Spaulding-Gorham, Chicago, and J. B. Hudson Co., Min- 
neapolis, put emphasis on gold jewelry. . . . The Michaels, New 
Haven, ad spotlights the gifts idea in letters of prodigious size. 
. . . Long’s, Boston, advised selecting betrothal and wedding ring 
at the same occasion, in the accompanying highlight halftone ad. 
... “Look for the name on the watch, but don’t overlook the name 
behind the watch,’ George T. Brodnax, Inc., counseled Memphis 
graduation watch-givers. . . . The Webb C. Ball Co., Cleveland, 
went to town with diamond jewelry. . . . Diamonds, not credit 
terms, are primarily the subject of Castleberg’s, Washington, ad, 
three columns x 16 inches. Make the most of May’s opportunities. 
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OF LASTING HAPPINESS 








Award your graduate 
the Highest Honor 
a BRODNAX WATCH 








Superbly styled, satisfactorily serviced, 
absolutely guaranteed, But No Higher in Cost! 


CHILI”, 15S-jewel Bod 
"s Watch 104 Net. qebtdilied 





Two Tones Lend A 

Delicate Beauty To 

New Gold Jewelry 
craftsmen and 


have created a new effect with 
mnong metals, gold 








and you'll hate TIME, 
too. Pay as listhe as 


*5 new, 
‘5 monthly, 
ee GEO T. 
BRODNAX, inc. 


deweters Maneners mEmMrMis 


— 
Look for the nome ON the watch. but don't overiook the 
pome BEHIND the watch 


ection of two-tone 14-harat gold 
pins, clips and bracelets, jewels are 
often added to enrich the designs 


Reaing {rom top to vottom 
Pensbed Bow Rnot Brooch, 
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For the latest ideas in locket 

styles—most improved methods of 

locket construction—look to Speidel. Here's 

a locket line that represents ‘Super Value" in every 

sense of the term, in | /20th, 12K gold filled quality. 

Notable are engraved and three-tone effects, and 

popular Mother-of-Pearl numbers which take engrav- 

ing most effectively. Each is beautifully boxed. Ask 

your Wholesaler for Speidel Super-Value Lockets— 

Chains — Crosses — Pendants — Brooches — Cos: 
tume Jewelry — Charms and Novelties. 
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A NEW GIFT OCCASION 
(from page 39) 


36”, lithographed in full color and mounted on heavy 
board, and can be obtained from the National Council 
for the Promotion of Father’s Day, 32 E. 57th St., New 
York, at a cost of only $2. This price also includes 
without additional cost an 11” x 14” reproduction in 
color of the same picture, mounted on cardboard for 
counter display. Further advertising may be done by 
affixing to letters, bills, packages, etc., small gummed 
stickers reproducing the same picture and measuring 
2” x 8”. These may be purchased from the National 
Council for $2 a thousand. 

In many towns committees of local merchants are 
being formed to promote the idea in various ways, which 
include securing the editorial cooperation of the news- 
papers, and publicity stunts such as contests for the 
oldest father, the youngest father, the father with the 
most children, etc. Another suggestion is a contest among 
school children for essays on the subject, “What My 
Father Means to Me.” Prizes can be awarded either by 
your store individually if you sponsor the contest alone, 
or by your Father’s Day committee or merchants’ asso- 
ciation if the contest is sponsored mutually. 

Some of the leading manufacturers of men’s jewelry 
are providing special Father’s Day window and counter 
displays. No doubt other means of merchandising and 
advertising the day will occur to you. 

It lends itself readily to a wide variety of promotional 
effort and will richly reward the enterprising merchant 
who takes full advantage of it. 


A complete picture of the New England jewelry 
manufacturing industry is presented in an article by 
Edward O. Otis, Jr., executive secretary of the New 
England Manufacturing Jewelers’ and Silversmiths’ As- 
sociation, in the February issue of Industry, the official 
publication of the Associated Industries of Massachv- 
setts, which has its headquarters in Boston. The issue 
was in the nature of a salute to the industry. 


FIT THE LAYOUT TO THE STORE 
(from page 45) 
interference. The width of a standard jewelry show case 
is 20 inches, and since we have a case on each side to 
form the island, this makes a total of 40 inches for show 
cases, and a grand total of at least six feet 10 inches 
for the width of the entire island unit. 

Wall cases will usually take up about 18 inches of 
floor space. With one on each side of the store, we have 
now utilized nine feet 10 inches of the 16-foot total store 
width, which leaves six feet two inches total available 
for the two aisles down either side of the island, between 
it and the cases lining the wall. This means that each 
aisle is only 37 inches wide. 

Experience has shown that this is too narrow for effi- 
cient selling. Obviously, it would be impossible to have 
counters or tables in front of the wall cases for handling 
the sale, or for individually displaying articles shown in 
the wall cases. This would necessitate using the show 
cases of the island for this purpose which, in turn, would 
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These charms are fashioned of gold: 


(A) Wedding Bell in a Ring 
(B) Rice: treasured for remembrance, in a 


Jewelers who remember that there are many more brides- 
maids than there are brides, will profit handsomely by fea- 
turing “GIFTS FOR BRIDESMAID as well as the BRIDE”... . 
In the widely varied lines sponsored by Lampl, ideal selec- 
tions of tokens for all the ladies in the wedding ceremonies 


When you Look Over 
Your June Bridal Plans... 
Don’t Overlook the 

BRIDESMAID.. 








gold and glass drum are available. ... Charms have a sentimentality that “fits 


(C) Church — you can read the Lord’s 
Prayer by peeping under steeple 


SUGGESTIONS OF THE SEASON—from the CREATORS of the UNUSUAL—as USUAL (reg. 13280) 


@ Unusual GOLD FASHION ORNAMENTS @ Unusual GOLD LINK JEWELRY @ Unusual Gold-Filled 
Creations @ Unusual UNITS with World's Fair Motifs @ Unusual COMPACTS and CIGARETTE CASES 


featuring VERSATELLE (styled for Jewelers; not sold in Drug Stores) @ Gold and Platinum Chains. 
* These Items are ideal for Mother's Day and Graduation Gift Promotion 


Walter Lampl 


the occasion”. Write for our new catalog of charms. 








NEW YORK CITY 








wh 20 WEST 47TH STREET _—se 
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be likely to cause confusion and interruption of any sales 
that might be in progress at the island case at the time. 

In a store as narrow as this, a much better arrange- 
ment would be to have the wall cases as at present, but 
a row of show cases along one side of the store, and a 
few display tables in front of the wall cases on the oppo- 
site side. 

‘'wenty-six feet is about the minimum store width in 
which an island type of case can be satisfactorily used. 
A sketch showing the floor plan of a store of this width 
employing an island case in the center, is shown in lig. 
3, and Fig. 4 indicates the general appearance of tne 
store. 

You will note that in a store with 26 feet of width it 
is possible to have enough space between the wall cases 
and the island, to permit the installation of silverware 
sales table and chairs, or show cases, if desired, and 
still leave sufficient clear aisle space for customer traffic 
to the rear of the store, without interfering with any 
sales being made, either from the wall cases or from the 
island show case. 

It will be seen from the foregoing that the use of the 
island type of case is a clear example of the point that I 
mentioned at the beginning of the article; namely, that 
an arrangement which may be excellent in one store is 
not necessarily the best in another. I repeat—if you are 
thinking of remodeling your store or creating a new one, 
don’t merely follow slavishly what someone else has done 
—study the individual requirements of your own show- 
room so that you will have a layout which will make the 
best possible use of your own premises. 


ANNOUNCING A STORE DESIGN SERVICE 
With the next issue, THE JEWELERS’ CIRCULAR-KEY- 


STONE inaugurates a new service for subscribers. Murray 
M. Pearlstein, author of the foregoing article has been re- 
tained by this publication as a consultant to advise subscribers 


Murray M. Pearlstein 





and answer questions on matters of store design and layout, 
including store fronts, display windows and arrangement of 
store interiors. 

Mr. Pearlstein is an architectural designer of many years’ 
experience who has specialized in jewelry store work, and 
knows intimately the problems peculiar to this trade. 

Readers are invited to submit their problems and questions 
to him. No charge will be made for this service unless the 
subscriber calls for individually prepared detailed architec- 
tural plans for which, of course, Mr. Pearlstein charges a fee. 
in such cases, the inquirer will be notified before proceeding, 
to avoid any misunderstandings. 





Call on US 
for the unusual 


Fine diamond mounted jewelry... 
newest designs . .. obtained by 
fortunate purchases...Now avail- 
able to responsible accounts on 
consignment ... To supply your 
requirements on special calls. 
e ee 
Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 


Precious Stones, Loose--. Mounted 


PHONE...WRITE... 
WIRE... 


W1381 


RAYMOND ABRAHAMS 


551 FIFTH AVENUE 


PHONES: VANDERBILT 3-0457-8 NEW YORK CITY 
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HONESTY is not a virtue 


. it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati. 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 


SON has paid the highest prices for Sweeps 
and Scrap Gold. 


- COOPER’S POLICY of fairness and ac. 


TOMORROW e-- 


THE SUREST ANSWER TO THIS QUESTION 


IS THE NEXT EDITION 


OF COMING JEWELRY FASHIONS 


ey L’OFFICIEL DE LA 
BUOUTERIE & ACCESSOIRES 


WHICH WILL APPEAR SOON. 





MODERN DESIGNS FOR ALL KINDS OF 
JEWELRY, WATCHES AND ACCESSORIES 


STRIKINGLY NOVEL IDEAS ! 
PRACTICAL TO PRODUCE ! 
SURE TO SELL ! 





DO NOT FAIL TO RECEIVE THIS ISSUE 
BEFORE PLANNING YOUR NEW SAMPLE RANGE 





Subseription rates (payable in advance) Semi-annual Anuual 


Photographic Edition—black and white: $20.00 $30.00 
Chromatic Edition—colors of object—: $25.00 $40.00 | 


All remittances may be made by ordinary check. 








L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8°) France 


curacy continues unchanged .. . always 


making new friends. 


anieg B. COOPER & Son 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Success 











ONE-HALF ACTUAL SIZE 


NEW 10 POWER DIAMOND 
LOUPE 


Extra Large Lens (Free aperture 5” 
diameter) 


Aplanatic triplet, corrected 
for chromatic aberration. 
Like the smaller hand loupes 
which are similarly corrected, 
this meets requirements of 
both the Federal Trade Com- 
mission and the American 
Gem Society. 


A GIA. REGISTERED 
LOUPE, GIVING GREATER 
EFFICIENCY THROUGH 
GREATLY INCREASED 
SIZE. 





$12.50 


in leather 
case. 


Cash 
remittance 
if account 

has not been 
opened. 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria, Los Angeles, Calif. 
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YOU CAN'T SAY THAT 
(from page 50) 


other articles of jewelry) the advertisement should indicate 
clearly, near the enlarged illustration, that the illustration has 
been enlarged. For example, “Enlarged four times,” “En- 
larged to show detail.” The proportions of the component 
parts in such enlarged illustrations should be accurate. 


LAYOUT 

When illustrations and prices are used, the layout of the 
advertisement should be so clear that there is no possibility 
of misunderstanding. The actual selling price should occupy 
a position nearest the article to which the price refers and 
should not be placed where the reader could misconstrue it to 
apply to other merchandise at a different price. 


DISPLAYS (Window or Counter) 


When merchandise is displayed in connection with or close 
to a sign which quotes a price and refers to that merchandise, 
all the merchandise in that display should be obtainable at 
the price mentioned on the sign. The merchandise in the 
store, thus advertised, should be of the same kind, price and 
quality as displayed with the sign, provided, however, that if 
any of the merchandise displayed in connection with the sign, 
is of higher quality or of higher price than that quoted on the 
sign, the sign should indicate clearly that all the merchandise 
in the display is not obtainable at the price quoted on the sign. 


ABBREVIATIONS 


Qualifying words such as “Manufactured,” “Synthetic,” 
“Simulated,” “Imitation,” “Artificial,’ or “Constructed,” 
should in all instances be spelled out in full and not ab- 
breviated. Abbreviations such as “Syn.,” “Sim.,” “Imit.,” etc., 
are likely to be misunderstood and therefore should not be 


used. 


Improvement Noted in Advertising 
Since Hartford Jewelers Adopted Guide 

Hartrorp, Conn.—Hartford jewelry advertising has 
improved notably, according to Marshall A. Mott, gen- 
eral manager of the Hartford Better Business Bureau, 
Ine. 

Retail jewelers in the city recently agreed to run their 
advertising according to principles set forth in the book, 
“A Guide for Retail Advertising and Selling.” 

Practically all Hartford jewelers are represented in 
the campaign which applies specifically to jewelry, 
watches and allied lines and is based on the standpoint 
of general statements, superlative and exaggerated 
claims and comparative prices in advertising. 

“Since the first meeting and the distribution of the 
guide,” Mr. Mott told Jewreiers’ Circutar-Keystone, 
“we feel that Hartford jewelry advertising has improved 
notably and this is especially interesting in view of the 
fact that as a general premise, there was relatively little 
difficulty previously. 

A warning report is sent to firms whose advertising 
is at variance with the Guide. C. J. Michaels, of the 
Michaels jewelry firm, says: “Our local bureau has 
cleaned up a great deal of the exaggerated advertising 
which appears in all lines, and is particularly interested 
in having jewelers agree to really live up to a reasonable 
code of ethics. In addition to this the bureau has done 
whatever possible in correcting the wholesale-retail evil, 
which is very serious in this part of the country.” 

Albert M. Kohn, president of Henry Kohn & Sons, 
Inc., retail jewelers, said that from all appearances the 
campaign has been succesful and that further excellent 
results are anticipated. 
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@ There's something about a sailor in this Super-Gilbert 
clock, from the line of quality clocks made by the William 
L: Gilbert Clock Corp. 








@ Boasting an _ over-all 
length of 15 inches, the 
multi-purpose lotus tray 
made by Everedy is in. 
spired by the exceedingly 
graceful leaf of Egypt's 
most famous plant. 








@ Of pure platinum are 
the clover leaf charms on 
10 p.c. iridium platinum 
chain, made by the Plat- 
inum Corp. of America to 
retail at $350. 


@ In New Haven Clock Co.'s new 
spring line is the “Lucerne” elec- 
tric kitchen clock, retailing at $2.75. 








@ From the new line of Alton Swiss 

watches recently announced by Weksler 

& Goodman, retailing for $15 and up, with 
7 and |Z jewels and all types of case. 





@ Leys, Christie & Co. offers this 
handsome cultured pearl and 14 K 
dress set for men, to retail for $80. 





@ Bulova's new 2I-jewel "Ameri- 
can Eagle" wrist watch, backed 
by a big ad campaign and dealer 
helps, sells for $49.50. 


@ Gold filled 1/20 12 kt. watch band with "Synchro-Lok" clasp, from Bruner-Ritter, 
Inc. Can be used with three different types of watches. Retails at $6.50. 





@ This is the "Breno" 1/10 second 
football and basketball stopwatch 
with one jewel movement, offered 


by Brenet Watch Co. Sell at $8. 
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You re In the Fashion Business Now 


by ESTHER LYMAN, 


Merchandise Editor, Harper's Bazaar 


OU may ask what has a petticoat to do with 

jewelry, or upped hair to do with earrings, or lilacs 
to do with silverware, or lapels to do with diamonds? 
And secretly you may suspect that all this fashion busi- 
ness is mere twaddle when it comes to selling silver and 
jewelry. But today it is no longer wise to let the fact 
that you are dealing in traditional items of lasting value 
obscure the fashion issue. Most of the buying is done by 
women, especially by young women who are just begin- 
ning to build their homes. Your biggest purchaser of 
flatware, for instance, is the bride. These young women 
think first about fashion and only second about the in- 
trinsic worth. These are the women you must appeal to 
through your windows, and your sales talk. 

Perhaps a jewelry salesman need not know the length 
of skirts this spring to do a first-rate job in selling a 
wedding ring. But one step beyond this staple item and 
he faces a world of passing fancies and fads. No, the 
jeweler is no exception; he, too, must be on his toes. He 
must know what the fashion-minded women in his com- 
munity are thinking about. If there is a feminine trend, 
as there is this spring, he will jump on it in a big way. 
His windows will catch the flavor of this petticoat era. 
He will suggest table settings that are prety, feminine 
and slighly rococco. He will show jewelry that is fanci- 
ful, flowerlike and very colorful. 

Next, he must have a nose for the news. He can pick 
up the trends on the air, in the papers, in the pages of 
the fashion magazines. Take the Chamberlain umbrella 
and top hat, which Carmel Snow first reported in her 
broadcast from Paris this spring. For the jeweler there 
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is the amusing idea of showing jeweled pins and clips 
shaped like umbrellas and also there’s the obvious Brit- 
ish influence. This presents a golden moment for bring- 
ing out silverware in the English tradition. In anticipa- 
tion of the royal visit he can present a complete series of 
the silver designed in the reigns of the four Georges. 
And, of course, display the china and glassware that 
belong with each setting. 

Then there are all sorts of timely suggestions each 
month which are primed for the alert jeweler in any 
community regardless of its sophistication. An article 
will appear in Harper’s Bazaar entitled “What every 
bride should know about vegetables.” A nice homely 
subject that’s a cinch for helping the sales in silver vege- 


table dishes and servers. You could give away reprints 
(please turn to page 81) 





JUST BEFORE THE GUESTS DEPART. 
From Harper’s Bazaar for March t 


MEN LIKE TEA. From Harper's Bazaar for March 15 
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FROM THIS PILLAR TOP CONDITIONED AIR IS DIFFUSED ABOUT THE STREET FLOOR 


Air-Conditioning 
Keeps Silver 


Tarnish-Free 


HEN A. Stowell & Co. of Boston installed a year- 

round air-conditioning system some months ago, 
the thought uppermost in the minds of the management 
was comfort for customers and greater efficiency of em- 
ployees through better working conditions, with an even 
temperature and humidity. 

Other practical benefits have developed, however, 
through time and money saved in keeping the large 
amount of silverware on display always clean and free 
from fog or tarnish, as well as other high-class gift mer- 
chandise carried. No longer do clerks have to spend 
hours cleaning and polishing silverware that has be- 
come coated with a fine film deposited while the store 
was closed overnight, in spite of airtight display cases. 
No longer do they have to dust frequently all over the 
store, for air conditioning has eliminated practically all 
the dust that sifts in from the street of a heavily con- 
gested shopping district. 

Tarnish or fog is inevitable in a large city, with its 
soot and smoke, and, in the case of Boston, from east 
winds frequently blowing salt air in from the Atlantic. 
Often pieces had to be returned to the manufacturer for 
repolishing after a period of damp or foggy weather. 
This tarnishing has been eliminated by special humidity 
control in the air-conditioning. 

Fogging or steaming up of the show windows has also 
been eliminated during damp or extremely cold weather, 
when outside temperature is considerably lower than 
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by 


F. N. HOLLINGSWORTH 


NOW COMFORTABLE DURING HOT WEATHER 


that within. While no figures have been kept as to 
savings effected in cleaning time and reduction of tar- 
nish, the management is well satisfield with the results, 
and, it is understood, plans to extend the air-condition- 
ing to the second floor. It is now confined to the street 
floor selling area. 

The Stowell firm is in a building which tradition says 
is well over 200 years old, although it has been modern- 
ized and remodelled several times in keeping with the 
then modern business ideas. It is two stories high in 
front, with a setback to two more stories. The front is 
of marble and bronze, and from the very nature of its 
structural features and its location on a narrow street, 
has been uncomfortable on very hot days for shoppers. 
It was to overcome this drawback that the system was 
installed. The results, in customer comfort, increased 
comfort and, therefore, increased sales efficiency of the 
staff, combined with the elimination of dust, fogging 
and tarnish, have proved the value of the move. 

Except for a 10-hp. refrigerating compressor in the 
basement, all the conditioning equipment is housed in a 
sheet metal cabinet on the second floor, in a little former 
janitor’s closet and directly over the center of the main 
street floor. It is located directly over the distributing 
chamber attached to the ceiling of that floor. It is a 
very compact arrangement, affording perfect rotary dif- 
fusion of the conditioned air to all parts of the street 

(Please turn to page 79) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1939 














THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1939 














BERTROND A. WEBER AND NIECE AT THE RIDGEWOOD, N. J., BUSINESS SHOW 


Wins Clubwomen’s Good Will 


HEN 38500 people in a community no larger than 

Ridgewood, N. J. (population 12,188), turn out 
for a business show conducted by one of the most influen- 
tial groups in a community, a jeweler can ill afford to 
be unrepresented. 

Bertrond A. Weber, treasurer and a past-president of 
the New Jersey R. J. A., not only recognized the value 
of cooperating with the Woman’s Club of Ridgewood 
from a purely business point-of-view, aside from any 
social considerations, but went so far with his efforts in 
this connection as to win first prize for the best exhibits 
at the 1936 and 1937 shows and in 1938 generously re- 
linquished first honors. 

“We think,” says Mr. Weber, “that the effort spent 
upon our exhibit is well spent and that many sales, sil- 
ver sales particularly, can be attributed to it. Cer- 
tainly the advertising we receive is many times worth 
the trouble and small expense.” 

Mr. Weber will again participate in this year’s show 
scheduled for May 9 and 10. The prize, no mean one in 
view of the fact that the Woman’s Club has a member- 
ship of 1000 women of discriminating taste, and means, 
in Ridgewood and its environs, is free advertising space 
for one year in the club journal. This magazine has 
twice won the blue ribbon in nation-wide competitions 
open to women’s club publications. 

“We declared upon receiving the award in 1937 that 
perhaps our line of endeavor and the merchandise we 
had at our disposal gave us an edge on other store- 
keepers in providing an attractive exhibit; therefore we 
would not consider ourselves eligible for the prize in 
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1938,” said Mr. Weber, in explaining his display. 

The fact that the best booth is selected by those at- 
tending the show, and not just a small group of judges, 
suggests the value of the first prize award. 

A feature of the annual two-day exposition is a fash- 
ion show, in which Mr. Weber cooperates to the extent 
of loaning jewels suitable to dresses and to the occasions 
for which the dresses were modeled. 

One year Mr. Weber used a bridal theme for his 
exhibit and had his niece, Mrs. Dorothy Matthews, a 
newlywed, pose in her wedding gown to give atmosphere 
to the exhibit. 

Two tables were spread with suitable wedding gifts, 
selected from the stock of the store. There were sug- 
gested gifts from the groom to the bride; to the best man 
and the ushers; gifts from the bride to the groom, maid- 
of-honor and bridesmaids. In addition there was a dis- 
play of watches, diamonds and jewelry. 

The merchandise was covered for the two days of 
the show by the fire and theft policy of the store and - 
each night the most valuable merchandise was brought 
back to the store and placed in the safes overnight. 

For more “atmosphere” Mr. Weber went to a local 
confectioner and a florist. The baker contributed a 
large three-tier cake and the florist supplied a bridal 
bouquet for each day. Both were obliging and pleased 
to do it for the publicity they got from credit cards. 

The show did not have a disrupting effect on Mr. 
Weber’s small store, as one might suppose, for most of 
the detail in connection with the show was taken in. hand 
by Miss Marguerite Cornell of the store personnel. 
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Here are six patterns, each of which has a definite place in your 


scheme of selling this year. 


WILLIAM & MARY— one of the most popular patterns ever created. 
It has been widely imitated . . . never equalled! A design of undying 


charm and beauty, which is very much in demand this Spring. 


MODERN CLASSIC—accepted as the finest interpretation of Modern 
Art in Sterling Silver Tableware. Due for even greater importance this 


year, with the two World Fairs promoting the Modern style. 


FESTIVAL— the newest of LUNT patterns. A contemporary design 
of fresh, intriguing beauty which is meeting with much favor among 


young, sophisticated brides. 


ENGLISH SHELL— is right in step with the current decorative mode 
which features 18th Century English styles. It’s exceedingly smart... 
and quite the talk of the trade, for it is being chosen by so many of 
the season’s prominent brides. 


REGENCY—for that very exclusive clientele which demands a design 
of ultra-distinction. A pattern of hand-craft qualities ...a design which 


is traditionally sound. 


CHARLES I1—created for those who desire heavy, luxurious Table 
Silver. A richly decorative pattern with a distinctly different composi- 


tion which is meeting with excellent success. 


A notable thing about Lunt patterns is their permanency of style . . . their lasting good taste. Each 
Lunt pattern is a planned design . . . not just another pattern. Here is Silver thoughtfully designed 


to cover all the imporant decorative styles used in modern fine homes. . 


. styles that last. Little 


wonder that Lunt Sterling is finding so much favor among discriminating hostesses and smart 


young brides who seek this nicer harmony in home appointments. Here are patterns with a purpose! 


LUNT Silvecsmiths 


ROGERS, LUNT & 


BOWtLEN 


CO MPA NY = 


GREEN FF Et 8 
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DIRILYTE 


To customers who demand 


a different and luxurious 


setting for their table. 





The gleaming, golden 
lustre of solid Dirilyte 
harmonizes perfectly 
with the modern color 
schemes in table set- 
tings . . . creating a 
new and gorgeous 
effect. 


Dirilyte National Ad- 
vertising is set up on 
a long schedule, using 
full pages in colors in 
class magazines. This 
means continued demand from the better class of 
trade. 


Dirilyte has the rich color of fine gold, with the utility 
of steel. Every piece is solid . . . not plated. There 
are but two patterns . . . 
Empress and Regal. The flat- 
ware comes in solid walnut 
chests . . . beautifully lined. 
Complete lines of hollow- 
ware are available in both 
patterns. Dirilyte is priced for 
volume selling. 















Send for the "Dirilyte 
Portfolio" of catalog 
and sales helps. 


AMERICAN ART ALLOYS. INC. 
KOKOMO,INDIANA 
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IS IT THE BEST WAY? 
(from page 48) 


out even the name of the advertiser, being signed only 
“A Friend.” Certainly there are other methods which 
would involve a great deal less expense. If Mr. Brad- 
bury can produce his program, including printing, for 
less than five per cent of the revenue derived, we compli- 
ment him on his achievement. The average would be 
much closer to 50 per cent or more, and the elimination 
of this expense would make a great deal of difference in 
the amount that had to be raised. 

Wouldn’t it be more economical as well as more 
straightforward to ask the manufacturer for an outright 
contribution to those associations which he feels are 
doing really constructive work without having his name 
printed on a page of program advertising as a bright and 
shining target for every other association to go to him 
with the plea, “You advertised with the Blank Associa- 
tion—you've got to do the same for us.” 

The letter asked for specific suggestions. There they 
are. In our opinion an association operating on such a 
basis is on a much sounder foundation in every way. 


DEFENDS PROGRAM ADVERTISING 


An open letter to the editor of THE JEWELERS’ CIRCULAR- 
KEYSTONE from C. M. Bradbury, president, Associated 
Credit Jewelers of New York and New Jersey. 


(Editor’s note: Space limitations prevent the publishing 
of the entire text of Mr. Bradbury’s letter which fills four 
single-spaced typewritten pages. The following is a sum- 
mary of it which has met with Mr. Bradbury’s approval, 
as a correct presentation of the gist of his remarks.) 


On page 46 of the February issue of Tue Jewexers’ Circv- 
LAR-KEYSTONE, appears an article under the title, “What’s the 
Difference,” in which the writer endeavors to make out as 
analogous cases the practice of retail customers who solicit 
program and journal ads from merchants and the established 
custom of trade associations seeking support from manufac- 
turers and others through program advertising in connection 
with dinners, dances, etc. 

The necessity of Tue Jewerers’ Cmcutar-Keystone’s pan- 
dering to those by whom it is supported is readily understood; 
but its readers, who are members of trade associations, cer- 
tainly have a right to expect, and, in fact, demand that in 
presenting its case against program advertising, Tue JeweLers’ 
Crecutar-KeystTone should stick to the facts, or at least should 
qualify its statements. 

In the first place, as one who is on both sides of the picture, 
I do not agree at all that every community-minded merchant 
regards the soliciting of club, school and church advertising 
as a vicious practice. 

Schools, churches and clubs help to bring people to and keep 
them in a community, and if these institutions are incapable of 
self-support of their activities, no merchant should be adverse 
to contributing within reason to their welfare. As a matter of 
fact, I know hard-fisted, clear-thinking business men who go 
out of their way to be represented by program advertising, 
door prizes, and, in some instances, by the contribution of 
imprinted Bingo cards at community functions. And they 
think they are making a good investment. 

Carrying a bit further the thought that influences for good 
in a community—or in a business—should be encouraged and 
supported, let us take the case of THe Jewexers’ CrmcuLar- 
Keystone itself. 

It is a conviction of long standing, based on 20 years’ ex- 
perience in almost all fields of advertising, that many of the 
advertisers in Tue Jewerers’ Crrcutar-Keystone use space 
with the consciousness that they are contributing to the sup- 
port of a necessary trade adjunct as much as in the hope of 
any immediate or direct return. 

Now, it is my opinion that trade associations have been a 
more potent factor for the good of the jewelry industry than 
Tue JEweteRs’ CrrcuLtar-Keystone, or, for that matter, any 
trade publication, possibly could be. This applies particularly 
to the correction of abuses, promotion of ethical practices, 
and, in short, policing the industry. In fact, Tue Jewe ers’ 
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Keystone concedes that association activities should 
d and must be maintained, but fails to suggest a 
by which manufacturers and others who 
are the beneficiaries of association activities could contribute 
their share to support and maintain the work of the associ- 
ations. Specifically, Tue JeweLers’ Crrcutar-Keystone asks 


the questions: : 
“How can programs make a worthwhile profit for the as- 


sociations ?” — . 
“Js it not as a rule principally profit for the printer and a 


sizable commission to the solicitor who conducted the cam- 


CimcULAR- 
be encourage 
satisfactory means 


ign?” 

a al speak only for the Associated Credit Jewelers of New 
York and New Jersey, but I believe that our experience is 
typical of most of the associations. For the last four years, 
during which we have held an annual dinner-dance and pub- 
lished a souvenir program, our total expense in connection 
with the program or journal has been less than 5 per cent of 
the total revenue derived from it. The expenditures included 
printing and mailing contract forms, as well as the actual 
printing of the program. 

Speaking for the Associated Credit Jewelers of New York 
and New Jersey, I feel safe in saying that 95 per cent of our 
gross income from members’ dues and program advertising 
is expended directly for the benefit of the jewelry industry 
generally and the credit jewelry business particularly in New 
York and New Jersey. This figure includes a very nominal 
salary for a full-time executive secretary, who is the only paid 
employe, and a very small expenditure for a permanent office, 
telephone, etc. 

Our association has never employed an advertising solicitor, 
nor otherwise compensated anyone for assisting in obtaining 
advertising for a dinner-dance program, nor has it ever under- 
taken to stage a jewelry show for the purpose of extracting 
money from manufacturers and wholesalers. 

Our association has at all times cooperated with other 
groups in constructive movements on behalf of the trade and 
its members have not been miserly in drawing upon their own 
and the association’s funds for worthy purposes. 

Moreover, this association has never tried to mind the other 
fellow’s business half so much as it has tried to mind its own. 
Even its most severe critic, THe Jewe ers’ CrrcuLtar-KeysTone, 








which has seen fit to term its activities a “racket”—though 
not in so many words—will have to concede that this associ- 
ation has not attempted to “muscle in” on anyone else, but 
has been content to “work its own side of the street” and 
let others seeking support from the industry do the same. 

We propose to continue soliciting the support and coopera- 
tion of every manufacturer and wholesaler who is interested 
in the betterment of the retail jewelry business and in the 
elevation of its standards. In fact, we are right now engaged 
in soliciting advertising for our annual dinner-dance program, 
and we make no pretense that we are offering those who buy 
space an especially attractive advertising medium—one that 
will bring much of anything except good-will and indirect 
benefits. 

We believe that it is proper and fitting that manufacturers 
and wholesalers, whose cooperation is sought, should finance 
in part the work carried on by this association, for, more than 
anyone else, they are the ultimate beneficiaries. After all, the 
retailer is only the outlet or agent of the manufacturer, and, 
therefore, anything that helps the retailer must benefit others 
with more at stake. 

New York, 


Mar. 7, 1939. (Signed) C. M. Brapsury, President. 


KEEPS SILVER TARNISH-FREE 
(from page 74) 





floor, and through a separate outlet to two salesrooms 
of an “L” wing. 

Air is drawn through a duct rising above the second- 
story roof, filtered through a double bank of dry filters 
and then passed through a heating chamber and spray 
for winter conditioning and correct humidifying, and 
over cooling coils for summer cooling and dehumidify- 
ing. The Freon gas lines are brought up from the base- 
ment inside an insulated conduit pipe to the condition- 
ing unit. A 3-hp. fan drives the air over heating or 
cooling coils and thence to the conditioned space by 











Announcing 





a new achievement by Elmore 





Georgian Tea Senvice 


Gimca 1759 
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GENERAL OFFICES 
ANDO PLANT 
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REFINING 
OLD GOLD 


is big business with 


DEE & CO. 


In this automatic tilting fur- 
nace we melt lots of 10,000 
ounces at atime. This is one 
step in the refining of old gold, 
gold filled, plated scraps, 
silver, and concentrates. 


Jewelers are building sales 
by encouraging people to 
bring in their old gold. 


It pays a profit when they 


SHIP DIRECT TO 


< & CO. 


DOWNTOWN OLO GOLD 
ANDO SALES OFFICE 
55 E. WASHINGTON ST 


/Jreciouds 
CHICAGO 


W KINZIE ST 








THE YOUNGER MAN’S 
OPPORTUNITY 


With the establishment of the gemo- 
logical profession the younger man can 
obtain knowledge which otherwise is 
acquired only by years of apprenticeship 
and costly errors. 


Graduates Are Prepared for Regis- 
tered Jewelers, A. G. 8S. They Are 
Already in Demand by Employers. 


The A.G.S. courses include: 


Gemology Diamonds 
Jewelry Precious Metals 
Silverware Diamond Grading 
Salesmanship Window Display 
Buying Bookkeeping 
Advertising Stock Keeping 
Turnover Profit and Loss © 


Write for details of this preparation 
which will be the basic requirements for 
the jeweler of tomorrow. 


AMERICAN GEM SOCIETY 
541 South Alexandria Los Angeles, Cal. 











ROBERT POSNER 


Is Now Permanently in the United States 


He is open for a connection with a responsible manufacturer of inexpensite, 
novelty jewelry. 

He was a partner of the well-known and successful European firm of Wm. 
Posner Company, jobbers of novelty jewelry. 

Hé managed that company. 

He personally wrote $150,000 business yearly. 

He has excellent style ideas and has forecast items which have enjoyed large 
popularity and sale. 

He is familiar with U. S. markets. 

He has also intimate European and South American connections which should 
insure substantial export sales increases for a firm in this country which 
desires to develop its export business. 

Can offer unquestionable references regarding his personal and business history. 
He is thirty years old and married. He resides in New York City. 

He is willing to make a connection upon a commission and reasonable percent- 
age basis. 

We consider him a most valuable man. A genuine find for any responsible 
novelty jewelry concern seriously interested in increasing their sales. 


Address Box R., 717, Care 
JEWELERS’ CIRCULAR-KEYSTONE 
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Christy Sport Knife Advertising 


—continues in leading magazines, bringing constantly increased 
over-the-counter sales for ‘‘the handiest pocket knife ever designed’’. 
Last year’s sales increased over 50%. Standard Model 7.20 doz. 
to retail at $1.00 each—40% assured profit to you! Counter sell- 
ing display card free with order for each % doz. knives. Order 
today from your jobber or direct to get your share of this sure 
business. 


The Christy Company, Fremont, Ohio 
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weans of the diffusing chamber. Steam is supplied by 
the Edison underground system. 

Total air handled is about 6500 cubic feet per minute, 
of which approximately 25 per cent is fresh air. An 
economizer control regulates the amount of fresh air 
introduced, which can be brought up to 100 per cent if 
necessary. From the conditioning cabinet the air passes 
through extremely short floor ducts to the octagonal 
chamber on the floor ceiling below, with sufficient pres- 
sure behind it to diffuse it evenly to all parts of the 
main selling floor. 

The show windows are kept free from moisture and 
dust by means of a windowstat, while temperature and 
humidity within the store are controlled automatically 
by thermostats and humidistats located in a chamber 
through which passes the air stream of the returns. 


YOU'RE IN THE FASHION BUSINESS 
(from page 73) 


of the article with your dishes and bowls. You could 
dramatize the theme in your windows. 

There are other interesting suggestions for midnight 
suppers before the guests depart, for breakfast in bed 
or for luncheon alone with a book—every one of them a 
made-to-order display idea. Most recent of all is the 
article, “Men like tea,’ which prophesies the return of 
the tea party. The jeweler can really make something 
of a theme like this if the silver tea service, which is no 
mean item, takes the lead position ahead of the cocktail 
shaker in the homes of prominent people. 


Jewelry is your biggest fashion star. It will outshine 
all others in promotion value, and it will keep your store 
in the headlines. Here are a few fashion plugs for 
jewelry spotted in recent issues of the Bazaar: Earrings 
are important, for no matter how long or short the hair 
is worn in back, it is always brushed up at the sides, 
exposing most of the ear. Wrists are laden with filigree 
bracelets and shirtwaist dinner dresses are weighed down 
with masses of heavy necklaces. Practically every lapel 
sprouts some precious jeweled device, which has a touch 
of humor or sentiment about it. Hearts, flowers, scare- 
crows, and masks are worked out in many colored stones. 
This feeling for intricate heavy jewelry, mostly in gold, 
continues. Chanel’s gypsy jewelry of this spring gives 
renewed impetus to the barbaric, brilliant types. 

Belts and buckles are coming in for a lot of attention. 
Fanciful buckles of real stones can be used over and 
over again on different fabrics and with different cos- 
tumes. This would make an interesting display. With 
fragile white blouses and pretty summer prints, pearls 
have great chic. Many strands of tiny ones worn very 
tight around the neck or larger ones twisted together 
but always hugging the throat. The necklines of dresses 
always influence the size, shape and type of clips. 
Sleeves change the emphasis on the kind and the quan- 
tity of bracelets. 

Every jewelry salesman should be up on these fashion 
points. Color accents should be watched. They offer 
lively backgrounds for accessories and illustrate so well 
how certain colors can be combined successfully. 





> *America’s Oldest Clock Maker 


Presents 
America’s Newest Clocks 


jp Gilbert 


| ff Clocks 


. The news is out! Through the medium of such authoritative 
4 magazines as ‘House and Garden” and “Home Beautiful” the 
discriminating buyer is learning to appreciate the new style, the 
3 new utility, the new value inherent in the Super-Gilbert Clocks. 
b This is definitely a jeweler’s line, with a quality and richness 
characteristic of the best traditions of the jewelry trade. 











*In continuous operation on the site of the original factories 
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No. 40 “ADMIRAL” (left) 
Shipshape—fore and aft! Genuine 
mahogany case with enclosed back styling is perfectly answered in 
offers trim appearance from every this solid mahogany case. Etched 
angle. Etched metal dial, gold tal dial a atetee tein 
plated trim. Height 6% inches, me al, hes width 5 - 
width 6 inches. Choice of 8-day Height 5% inches, inches. 
lever, spring movement or self- Choice of 8-day lever, spring 
starting electric. movement or self-starting electric. 


LIST $10.00 LIST $7.50 
*e 
You can sell Gilberts with unlimited confidence in that 


backed by the experience of 132 years. Super-Gilberts an on sell 
—profitably and with complete satisfaction to your customers. 


Ask your wholesaler or write our nearest office for 
samples, prices full information on Super- 
Gilbert Clocks 


THE Wo. L. Giteert CiLockK COorPORATION 
— clock maker to the nation since 1807 — 


WINsTED, CoNN. 


551 Fifth Avenue 58 E. Washington St. 
New York Chicago 

607 S. Hill St. 

Los Angeles 


No. 15 (above) 
The modern demand for improved 
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ANCIENT GEM BELIEFS 

(From page 52) 
Crystalls, having a foyl betwixt them. But such dupli- 
cated gemms, which are tinctured wither with a foyl or 
Mastick, or with other colored foyls in their intermediate 
space, are thus ordinarily discerned by Jewellers. They 
will take the gemm and put it upon their thumb nail, and 
then direct their sight betwixt the plain of the gemm and 
their nail; and if the upper part of the gemm be white, 
and no color be added (which lying hid under the sides 
of the cilta (setting) can these be perceived) then the 
upper part of the gemm will plainly appear white as it 
is, and so it will discover itself to be an adulterated 
gemm instead of the naturall one.” 

Due to the poor cutting in the seventeenth century a 
stone was considered neglected unless it had a “foyl” to 
back it up. Even diamonds needed something to hold 
the light from spilling through. In case you have such a 
diamond or colored stone, the following recipe may prove 
valuable, “The tincture, foyl or colour for a true dia- 
mond is thus made: pure Mastick and a small quantity 
of ivory burnt black, and finely powdered; mix it accord- 
ing to art, then distend a small portion of it, and fitly 
dispose of it for your foyl or tincture.” 

The chemists of Nicols’ time knew that, “A true 
Diamond may be adulterated or counterfected with a 
saphire, or with an orientall Amethyst or with a Topaze 
or with a Chrysolite, and by all stones that are hard and 
transparent, and which may be deprieved of colour. The 
colour of those gemms which are fit for this use, may by 
the heat of fire be thus taken away.” 

The beauties and wonders of the diamond have rarely 
been heralded enough or well enough. It is refreshing 
when a real artist like Nicols sings forth its virtues, 
especially when he included some incidental hints for 
the jeweler. “The true diamond is a hard, diaphanous, 
perfectly transparent stone, which doth sparkle forth its 
glorie much like the twinckling of a glorious starre. The 
true diamond is the hardest of all other stones, without 
colour, like unto clear water transparent; and if it have 
any yellownesse or blacknesse, it is a fault in it. This 
property it hath, that it will snatch colour and apply it 
and unite it to itself, and thus will it cast forth at a 
great distance its lively shining rayes, so that no other 
jewel can sparkle as it will. By this excellent emission 
of its rayes or beams, or by this generous sparkling forth 
of its glory do the most judicious Jewellers distinguish 
the true diamond, from those of bastard kinds.” 

To switch from the diamond to the pearl, for last 
single excerpt, we find that as early as the sixth century 
the ancient belief that the pearl was a solidified drop of 
dew, its quality depending on the clearness of the day of 
its imprisonment in the shell fish, was proven false. 
Boetius cleared up that silly business in the following 
reasoning respecting the margarite or pearl, which has 
all the fundamental logic and confusion of our knowl- 
edge today. Nicols’ translation: 

“T have taken out of the shellfish many Margarites, 
and they are generated in the body of the creature, of 
the same humour of which the shell is formed; which 
viscuous humour is expelled sometimes, not always for 
the fabrick of another shell; for whenever this little 
creature is sick or ill, and hath not strength enough to 
belch up, or to expell this humour which shaketh in its 
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body it becommeth the rudiments or beginning of Mar- 
garites, to which, new humour being often added and 
assimulated into the nature of Margarites, of this new 
addition of humour, by concretion and congelation, js 
begotten new film or skinne to the first rudiments of 
Margarites, of which by further additions of humour, js 
generated an reunion or pearl.” 

It can be readily seen that the information gleamed 
from the old methods, though hazy in some instances, 
forms the sound foundation upon which the jeweler must 
depend to build up, not only his knowledge of precious 
stones, but also to give his stones the background they 
really deserve. 


A "DIFFERENT" WAY OF OFFERING DIAMONDS 


ETAILERS’ newspaper advertising which aims at 
stimulating the sale of diamonds usually features 
diamond rings or other complete pieces of jewelry. 

One old established store recently advertised diamonds 
in a manner somewhat out of the ordinary and found this 
unusual approach highly effective both as an attention 
getter and as a creator of actual sales. 

Instead of picturing and quoting prices on an assort- 
ment of made up rings, pins, and the like, Kirby’s, New 
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Haven, Conn., offered unmounted diamonds of various 
sizes, quoting prices for the stones alone. The ad, which 
occupied two newspaper columns to a depth of seven 
inches, ran daily for about two weeks, and strange as 
it may seem continued to bring results throughout the 
entire period. 

An average of two stones per day, many of them in 
the larger sizes, was sold as a result of the ad and while 
some of them were taken by the purchasers in the un- 
mounted state, most of the buyers also purchased a 
mounting, thus adding to sales and profits. 

Many older jewelers will remember that the showing 
and retail sale of unset stones to buyers who would then 
order them set in suitable mountings was common prac- 
tice some years ago. Judging by Kirby’s recent experi- 
ence, the plan is still good, and is perhaps the more 
effective because of the very fact that it is comparatively 
unusual nowadays. 
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ILVERPLATE 


Gorham 


ng to STERLING 








OUR NEW 
QUANTITY PURCHASE PRICE PLAN 


will bring customers in 
to look at your stock of 


GORHAM SILVERPLATE 


‘The Next Thing to STERLING” 


as advertised at savings to the customer ranging from $1.75 to $23... 
on sets serving from 6 to 12 . . . choice of the 7 patterns shown at the 


left. These advertisements will appear in: 


American Home May 
House Beautiful Buying Guide May 
Ladies Home Journal June 


reaching 4,360,282 readers at the very time when engaged girls are 
buying their silverplate for June weddings. 


SPECIAL SAVINGS ADVERTISED 


No. of Regular Quantity Customer 

Pieces Serving Price Price Saves 
26 “_ $35.00 $33.25 $1.75 
38 6 46.67 43.50 3.15 
34 8 46.00 43.75 2.25 
48 8 58.67 54.25 4.40 
50 12 68.00 62.95 5.00 
54 8 66.00 59.50 6.50 
78 12 105.33 85.75 19.50 


102 12 148.00 125.00 23.00 


\0 Q n S ; 
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gor 8, et of SOUP ite 1 
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How many of these patterns do you stock? CORY MM 


Fill your stock now to cash in on 


this spring business. 


PROVIDENCE, RHODE ISLAND 
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OFFERS MERCHANDISING PLAN FOR 
GRADUATIONS 


a unusually complete merchandising plan to help the 
jeweler capture more graduation gift business is be- 
ing offered to the trade by Ostby & Barton Co., Provi- 
dence, manufacturers of popular priced jewelry. 

Built around a carefully selected assortment of twelve 
newly designed pieces of jewelry, on which a liberal 
mark-up is provided, the plan includes a complete win- 


The window display includes a 

life-size cut-out in seven colors 

and bearing the store's name, 

a large graduation cap in red, 

and a supply of gift boxes in 

the form of academic mortar- 
boards. 





dow set-up in which the name of the individual store is 
prominently shown, a unique gift box in the form of a 
graduation mortar-board cap for each piece, each with a 
parchment gift card in colors, a handsome electrically 
lighted display fixture, newspaper mats mailing pieces, 
and counter cards. 

A noteworthy feature of the plan is the fact that any 


unsold merchandise may be returned for credit or ex- 
change so that the retailer is protected against finding 
himself with unsalable items at the end of the campaign, 

With commendable far-sightedness, Ostby & Barton 
have so designed the window display and other materia] 
that it is the retailer and not the manufacturer who is 
featured. In fact, as will be seen by the accompanying 
photograph of the window set up, it can be used equally 
well for any and all classes and makes of goods which 
are of a suitable character for graduation gifts. For 
the retailer whose time and facilities for planning special 
windows are limited, this ready-tailored arrangement 
should be decidedly helpful for all around use in the 
graduation season. 


H.I.A. GRANTS 15 CERTIFICATES 


WasHincton—At a meeting of the examining board 
of the Horological Institute of America held March 11, 
certificates were granted to the following watchmakers: 


Certified Watchmaker 


Name Address Employed by 
Frank Babb Dallas Ben Morris Jewelry Co. 
Harlen Day Emporia Hughes Todd Jewelry Co. 
Max Gleicer | ee rr re eet 
Fred Koehler Lancaster Hamilton Watch Co. 
Arthur B. Sinkler Lancaster Hamilton Watch Co. 
Walter R. TenBrook pO errr rie 
Kenneth L. Whelchel Indianapolis Rogers & Co. 
Herbert W. Kauffmann _ Ashland, Ky. A. B. Polan 


Junior Watchmaker 





Chris. Boxleitner Elgin, Ill. Student at Elgin College 
John W. Buskala Peoria, II. Student at Bradley Inst. 
W. M. Edwards Peoria, Itt. Student at Bradley Inst. 
Robert Flynt Elgin, Ill. Student at Elgin College 
Barney Long Elgin, Ill. Student at Elgin College 
Frank Rodholm, Jr. Elgin, Ill. Student at Elgin College 


Student at N. Y. State 


Morrisville, N. Y. 
School of Agriculture 


George J. Schlehr, Jr. 









No. 939 — Retail Price 
$7.50 with 18-karat 


gold-plate accessories. 


Malas. Mesh 


A brand new idea in manicure sets 
created and executed by C. J. Bates 
& Son, specialists in manicure sets 
with Jewel “MIDAS 
MESH” is only one of the new 


Appeal. 


manicure sets in the 1939 line which 
every good jeweler will want to 
feature right now. 


Write for samples—and further in- 


he formation. 


f Cy (Bates 4. SON 


Chester, Conn. New York Office: 565 Fifth Avenue 
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HE most rapidly growing field of business and in- 

dustry today is cameras and photographic supplies. 
Photography is no longer a profession only. It is be- 
coming everybody’s hobby. 

Amateur fans are springing up on every hand. People 
are taking their own movies and showing them to rela- 
tives and friends. Ham experiments are being made to 
an even greater extent than in the heyday of the radio. 

And the cause of it all is the moving picture camera 
and the miniature camera for everybody, which has re- 
sulted in a tremendous increased demand for films and 
all types of photographic equipment on which people will 
spend money. 

“Once photography was only a hobby of a minor 
sort,” says Sidney Weinberg of Chas. Schwartz & Son in 
Washington, D. C. “Now it has assumed vast propor- 
tions and is growing daily. It is competing with the 
philatelic craze. 

“The miniature camera has changed the fear of not 
making good pictures with a camera. Inexpensive, easy 
to operate, flexible in its uses, the vest pocket minicam 
has won its hundreds of thousands of loyal fans all 
over the country. 

“The modern camera on the market today helps us to 
do any photographic job better and enables people to 
squeeze an added enjoyment out of a hobby which has 
endless possibilities. The unusual shot secured against 
improbable odds is of far greater importance than the 
object actually pictured. 

“Thus with the miniature camera, the amateur can 
now enjoy adventure . . . whether it be photographing 
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Department 


Pays Dividends 


by FRED E. KUNKEL 





@ Typical of the large-scale newspaper advertising used by 
Chas. Schwartz & Son to promote the sale of cameras and 
accessories is this sprightly and imaginative example, which 
measures ten and a half inches deep and three columns wide 


a lion at the zoo, a pair of cubs, or an airplane flashing 
across the sky. So the camera of today is the blade of 
a new and ever growing group of adventurers . . . the 
home experimenters and photographic explorers.” 

And the camera department is an ideal set up for the 
credit jewelry store because thousands of people want 
cameras who feel they cannot pay cash for them, and 
selling on terms as the credit jeweler does, they come 
in and buy. 

And so the camera department of Chas. Schwartz & 
Son has built up a marvelous business. The best thing 
about it is that it keeps people coming in again and 
again, which is the ideal situation in a credit store. 

The man who buys a fairly decent camera has to come 
back to buy filters, exposure meters, range finders, and 
the like, or to get advice. If he gets deeply enough in- 
terested he will want to do his own developing and that 
means he has to buy a tank, paper and enlarging equip- 
ment. In fact the things he can start acquiring are al- 
most unlimited. 

About a year ago Chas. Schwartz & Son were selling 
a few cameras and some photographic supplies. They 
carried a small stock. But they soon realized that here 
was a rapidly growing market for cameras and photo- 
graphic equipment. 

So they extended their business to all the well-known 
makes and started stocking and building a new depart- 
ment. They are not interested in cheap cameras. They 
feel that the future of the camera business is in the bet- 
ter camera, and they carry all of them that are any good 

(Please turn to page 87) 











EXTRA PROFITS 
this Spring 











Sterlin 


ON CRYSTAL? 
NON -TARNISH 









Fills a Price Gap... 
wins many Extra Sales 


Here’s a dilemma facing many of 
your customers for Spring gifts. 
Their taste leans towards the ele- 
gance and beauty of sterling silver. 
Their pocketbooks, however, forbid _ 
extravagent giving. In this situation — 
you save a sale—earn extra profit 
— by showing Sterling-on-Crystal. 


NON-TARNISH 


This feature has stimulated a new period 
of popularity for Sterling - on - Crystal. 

















The large, graceful Lotus 
Tray accommodates a more 
than generous serving of 
cold cuts, hors d'oeuvres, 
etc. The delicate veining of 
the leaf has been conven- 
tionalized to produce a 
gift of lasting beauty. Net 
Price, $7.20 per Dozen. 














Two cute little burros stand 
in a 614” circular pool of 
gleaming chrome. Their 
long ears are attractive 
holder-snuffers for burning 


cigarettes. They have that 
‘‘heavy feeling” that spells 
quality. Net Price, $7.20 
per Dozen. 














Send today for your 











Patent applied for 


Your customers can’t resist their 
appeal . . . they’re practical yet 
handsome and definitely differ- 
ent! Both are popularly priced! 
Both are right now winning the 
enthusiastic endorsement of alert 
gift buyers wherever they’re 
shown! Both will bring you fast 


and welcome profits! 









FREE copy of the 
' Evercraft Catalog of 
Get heady Today . . . | trome sis 
reations! 
for extra Spring profits 
If this line is not represented in your 
city, write today for our attractive 
proposition. 3 EAST STREET ¢ FREDERICK, MD. 
NEW YORK SHOWROOM + 225 FIFTH AVE 
CHICAGO + THE ZANGS CO.. MERCHANDISE MART 
THE SILVER CITY CLASS CO., meninen, conn. 
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CAMERA DEPARTMENT PAYS DIVIDENDS 
(From page 85) 
at all. For instance, in Eastman cameras alone, they pur- 
chased more cameras the first three months of 1938 than 
all of 1937. In fact, Eastman says they are top dealers 
in Washington right now. 

And they have advertised cameras on a larger scale 
than even the department stores. They use plenty of 
space, trying to bring out the idea that regardless of 
what you want in cameras, you can get it here, ranging 
in price from $2.95 up to $295. An ad will never fea- 
ture a cut-price camera as a leader, but will feature 
nine different types of cameras at regular prices, but on 
credit and as low as 50c. or $1 a week. In other words, 
they feature as many different price classes as there 
are classes of people that want them. 

Their window display is a permanent set-up the year 
round, one section featuring cameras alone — a well- 
lighted island display with a good sales sign: “Candid 
cameras enjoy the thrill of modern camera making your 
own pictures.” It has an excellent display of films of 
all types and the bottom of the window is full of in- 
teresting snapshots. 

They located the camera department on the mezza- 
nine, so as to have complete isolation from the rest of 
the store, because when you can get a customer off by 
himself, you can talk to him more easily and sell him 
a better camera. 

The store operates a projection room. When people 
are interested in buying a good motion picture camera, 
they want to know what the results are going to be. 

In the ordinary camera sale the first type of camera 
bought by those never having taken pictures is usually 
a fool-proof camera. The miniature is, of course, the big 
thing. However, in the last few months people have 
become conscious of the reflex camera. 





Diamond Buying Activity Accelerates 

Lonpon—The past month witnessed a marked change 
in business activity which is being reflected in an accel- 
erated demand for diamonds. The hesitancy of last 
December, and January and February of this year, has 
been displaced by a happier outlook for the future. 

Judging by recent “sights’’ of rough, the scarcity of 
fine quality stones in high colors is going to be accentu- 
ated. Backes & Strauss, the Holborn Viaduct diamond 
house, considers the little rough of really high-class 
colors found alluvially is not nearly large enough to sat- 
isfy the world’s needs. The sources from which blue- 
white goods could possibly be drawn are, says the firm, 
not being worked at present. 

The market in every class of goods, except strong 
off colors, is very firm indeed, and with the trade in 
stones tending to expand this month prices are expected 
to stiffen substantially. 





CORRECTION 


In the insert of currently active plated flatware 
which appeared in the March issue of this publica- 
tion, facing Page 96, a pattern, designated as Star- 
light, was keyed to indicate that the pattern is 
manufactured by the Alvin Corp. The Starlight 
pattern is produced by Stratford Plate, Interna- 
tional Silver Co., Meriden, Conn. 








Spode Rose BRIAR 


Many patterns of Spode have been 


sold continuously for over 150 years. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 


habitats — ne ea eee sas oe ? P 
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Ever alert to the possibilities 
of stimulating retail volume 
with merchandise which is 
priced for quick resale, we 
feature the three aluminum 
items shown. Their practical- 
ity, beauty and skill of manu- 
facture make them ideal 
wedding or everyday gifts. 


Made by 


New York City 


Represented by 


JANIS-TARTER, GREEMAN 
225 FIFTH AVENUE 
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Every EVERLAST item bears 
this label, your guarantee of 
workmanship and quality. 


EVERLAST METAL PRODUCTS 


& NAJEEB, INC. 
NEW YORK CITY 
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Indiana Licenses Watchmakers; Other States May Do So 


J.C.-K. Surveys 
Status of Bills 


Concerning Trade 


The first of the 43 state lawmak- 
ing bodies that convened in regular 
sessions shortly after the turn of the 
year adjourned last month, leaving 
behind them scores of new laws and, 
in several states, piles of unfinished 
business. Not a few of the enacted 
proposals are of benefit to jewelers 
and watchmakers, and measures af- 
fecting the trade are also among 
those that went down to defeat. 


Statutory limits placed on legislative 
sessions forced adjournment of several 
lawmaking bodies before action could be 
completed on many measures. In sev- 
eral states, notably South Carolina, Ore- 
gon and Arizona, lawmakers worked on 
for days without pay in an effort to push 
“must” bills through to final passage, 
while in most other states where ad- 
journment took place last month, legis- 
lative clocks were stopped so that work 
accomplished after constitutional dead- 
lines could be cloaked with legality. 

In approximately half of the states, 
legislatures will continue work through 
much of April, and in many they will not 
complete their sessions until months 
later. 

Jewelers and retailers generally, sur- 
veying work accomplished by their re- 
spective legislatures and indicated action 
on measures pending before lawmaking 
bodies still in session, collectively may 
be thankful that few of the threatened 
handicaps on the operation of their busi- 
ness were imposed. 

State wage and hour bills, outstanding 
among general measures brought before 
the various lawmaking bodies, failed of 
passage in every case where legislative 
action had been completed up to the time 
Tue Jewevers’ Crecutar-Keystone went 
to press. 

The following summary gives bills en- 
acted into law and measures rejected of 
particular interest to jewelers and watch- 
makers in the states where legislatures 
have completed their work, and the sta- 
tus of pending bills in legislatures still 
in session in late March: 


California Horological Bill 


California—After a recess of six weeks, 
the California legislature re-convened 











last month to consider more than 4,000 
proposals, among them the following of 
interest to the jewelry trade: 

A bill to regulate horology to be ad- 
ministered by a three-member board se- 
lected by registered horologists. Board 
members, who must have practised ho- 
rology for at least 10 years and have 
been residents of the state for the past 
two years, would be elected by mail bal- 
lot from nominees selected by petitions 
signed by at least 20 members of the 
profession “in good standing.” The 
board would select a president and sec- 
retary from among its own membership, 
and board members would receive a per 
diem of $10 per day for each day ac- 
tually spent in the performance of their 
duties. 

The bill provides that examinations of 
applicants for registration as horologists 
must be held at least twice a year, and 
sets forth minimum educational require- 
ments for applicants. Revenue provi- 
sions of the bill prescribe a $25 fee for 
applicants for a certificate of registra- 
tion, $5 for issuance of the certificate to 
successful applicants, and annual re- 
newal fees for registered horologists of 
$10. Persons who have engaged in the 
practice of horology for a period of two 
years immediately prior to, the effective 
date of the act may obtain a certificate 
without examination on payment of a 
$10 fee. A penalty of $25 would be 
charged for restoration of a certificate, 
and a certificate would be automatically 
forfeited if the annual registration fee is 
not paid by the first day of August of 
each year. 

An amendment to the present act gov- 
erning sale of second-hand watches is 
sought by an assembly bill. It would 
require that a watch returned to the 
same person who sold the watch to the 
consumer “within a period of one year 
from the date of the original sale” shall 
not be considered a second-hand watch 
within the meaning of the statute. The 
present act sets no time limit for return 
of a watch to the person from whom 
bought. 


Colorado Licensing Endangered 


Colorado—Passage of a watchmakers’ 
licensing bill was threatened as legisla- 
tors, split in opposing factions, battled 
over reorganization bills designed to re- 
duce the state’s 231 boards and bureaus. 
It was feared that the bill would go 
down to defeat despite its revenue provi- 
sions that would prevent it from being 
an additional financial burden on state 
government. The bill, introduced in the 
lower house, seeks a five-man _ board, 
members who would receive $10 a day 
when in session, and a secretary at 
$1,000 a year. Provision would be made 
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for examination of applicants for wateh- 
makers’ licenses, which would be renew- 
able annually at a $10 fee, and appli- 
cants would have to serve a four years’ 
apprenticeship. 

Connecticut—Bills for watchmakers’ 
licensing boards have been introduced in 
both branches of the legislature. Jewel- 
ers are also watching the outcome of a 
bill seeking to exempt from taxation, 
among other things, jewelry used by any 
individual to the value of $100. 

Illinois — The watchmakers’ licensing 
bill, introduced in the house shortly after 
the legislature convened in January, has 
been referred to the committee on license 
and miscellany for study. The bill provides 
for administration by the department of 
registration and education, which would 
conduct examinations, prescribe rules 
and regulations for methods of examina- 
tions, conduct hearings on proceedings 
to revoke, suspend or refusal to issue li- 
censes. It further provides for appoint- 
ment of an examining committee by the 
department director, while persons who 
have been engaged in the practice of ho- 
rology for not less than five years prior 
to Jan. 1, 1940, would receive on applica- 
tion a certificate of registration without 
examination. Applicants for certificates 
must be United States citizens, of good 
moral character, over 21 years of age 
and have five years’ practical experience 
in the business of watch or clock repair- 
ing as an employee or principal. A fee 
of $10 for an applicant desiring an ex- 
amination is provided, while the fee for 
issuance of a certificate would be $5. Re- 
newal fees would be $2 annually, except 
where a certificate was permitted to ex- 
pire when a $5 fee would be charged for 
restoration. The initial fee for a certifi- 
cate without examination, including per- 
sons engaged in the profession for five 
or more years, would be $15. 


Indiana Licenses Watchmakers 


Indiana—Gov. M. Clifford Townsend 
delayed until the last minute, and then 
on March 10 signed a bill to create a 
board to license watchmakers after indi- 
cating he might let the bill die by the 
pocket veto route. Scores of telegrams 
asking his approval were received, the 
governor reported. The law becomes ef- 
fective July 1. The licensing bill was 
listed by newspapers as one of the 12 
most important bills of the session. It 
was co-sponsored by the Watchmakers 
Association of Indiana and the Indiana 
R. J. A. 

Massachusetts—Jewelers and watch- 
makers from many cities and towns of 
Massachusetts attended a hearing before 
the state legislative committee on state 
administration, March 13, on House Bill 
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9, to register and license watch- 
nag "The bill would set up a state 
board of registration. Petitions repre- 
senting 2085 signers, watch owners in 100 
towns and cities, who favor the bill, were 
presented. The retail trade board of the 
Boston Chamber of Commerce opposed, 
saying proponents are trying to get a 
law to jail a man for cleaning a watch 
improperly; and also that aspects of the 
bill are unconstitutional, in that it would 
fix prices and unfairly dominate trade. 


Michigan Introduces Bill 


Michigan—A watchmakers’ examining 
and licensing bill has been introduced in 
the lower house and referred to the com- 
mittee on state affairs for study. 

The bill would create a five-member 
board, comprised of watchmakers of at 
least five years’ experience, appointed by 
the governor. Members, who would 
name a president and secretary from 
their own group, would receive $10 a day 
during sessions, not to exceed two days’ 
time at any meeting, and could pay their 
secretary up to $1,000 a year. Examina- 
tions for persons desiring registration as 
watchmakers must be held at least twice 
a year, and applicants would be required 
to pay an examination fee of $15. The 
bill does not set up specific qualifications 
for applicants except that they shall be 
of good moral character, at least 19 
years of age, shall have served an ap- 

renticeship of four years or its equiva- 
lent as determined by the board and 
“shall possess such general education 
and knowledge as the board shall deem 
necessary.” An applicant failing in any 
given examination may be re-examined 
at any other period upon payment of a 
fee of $7.50. Persons engaged in watch- 
making at the effective date of the act, 
providing they make registration within 
six months of that date, would be exempt 
from the examination, as would watch- 
makers in good standing registered and 
licensed in another state and having en- 
gaged in watchmaking in that state for 
at least two years. Fees for watchmak- 
ers now doing business in Michigan 
would be $10, and watchmakers entering 
the state after the enactment of the bill 
would be charged $15. An annual re- 
newal fee of $5 is also provided. The 
bill also provides for registration of ap- 
prentices. 


Fair Trade in Missouri 


Missouri—The senate judiciary com- 
mittee, having completed hearings at- 
tended by more than 1000 jewelers and 
other independent merchants, is holding 
a bill seeking a fair trade act to permit 
manufacturers of trade-marked products 
to fix minimum retail resale prices with- 
out prospect of an early report to the 
senate. The committee may hold the bill 
for an indefinite time unless the senate, 
by a majority vote, requires that it be 
reported. This practice, however, is con- 
sidered unlikely, and the bill is expected 
to die in committee as a similar measure 
did two years ago. Missouri is one of 
four states without fair trade legislation. 

Nesraska—The committee on labor 
and public welfare is holding for a pub- 
lic hearing a watchmakers’ licensing bill. 
It would create a five-member Nebraska 
Board of Examiners in Horology to 
function under the state commissioner of 
labor, members to be appointed by the 
governor from qualified watchmakers 
who shall have been engaged in their 
profession for at least five years. Pay- 
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30 P. C. Higher Duties Indicated 
On Imitation Stones Imported 
From Area Seized by Germany 


Proviwence—Fears of jewelry manu- 
facturers in the Providence-Attleboro 
area that the absorption of Czechoslovakia 
by Germany might shut off the flow of 
imitation precious stones, widely used 
in the lower and medium priced jewelry 
lines, were temporarily allayed when 
Rep. Joseph W. Martin, Jr., of North 
Attleboro, Republican leader of the 
House, sent word from Washington after 
a conference with Treasury Department 
officials that the changed status of the 
Czech nation would not shut off such 
imports. 

He pointed out, however, that stones 
coming in from former Czechoslovakian 
provinces will be forced to pay the full 
rate of duty imposed on German prod- 
ucts and not the lower rates hitherto in 
effect under the most favored nation 
treatment accorded the Czech nation 
under the reciprocal trade agreement 
with that nation. 

Edward O. Otis, Jr., executive sec- 
retary of the New England Manufac- 
turing Jewelers and Silversmiths Asso- 
ciation, said that increased import duties, 
probably about 30 per cent higher, would 
not seriously affect the local jewelry in- 
dustry except that prices of finished 
jewelry products probably would have to 
be increased. 

He added that a complete cessation of 
imports of Czechoslovakian imitation 
stones would have a serious effect on the 
majority of jewelry manufacturing es- 
tablishments in this area since most local 
producers use imitation stones in large 
quantities and in the past have depended 
on Czechoslovakia for nearly 100 per 
cent of their supply. 








ment to board members, and the board 
secretary, would be provided in the same 
manner as prescribed in the Michigan 
bill. The schedule of license fees calls 
for a $25 examination charge, with the 
applicant to be granted the opportunity 
of re-taking the examination on payment 
of a $7.50 fee. Persons now engaged in 
the practice of horology would be regis- 
tered for a $5 fee, providing application 
for registration is made within six 
months of the effective date of the act, 
while horologists from other states de- 
siring Nebraska registration would have 
to have engaged in horology for five 
years immediately preceding application 
and would be assessed a $15 fee. 

Nevapa—A jewelers’ lien bill has been 
introduced in the assembly. The senate, 
by a vote of 10 to 7, defeated a bill seek- 
ing to register trade marks with pay- 
ment of $10 annually for each product. 
It was similar to a measure passed four 
years ago, but vetoed by Governor Kir- 
man. Its author described it as a reve- 
nue measure, while opponents appearing 
at committee hearings described it as a 
“racket” measure. 

New Jersey—A second-hand watch 
sale regulatory bill has been introduced 
in the assembly and referred to com- 
mittee. 

Ohio — Watchmakers’ licensing bills 
have been introduced in both branches 
of the legislature, the senate bill having 
been turned over to the committee on 
judiciary for study. No action had been 
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taken on the house bill. Provisions of 
the senate bill with regard to appoint- 
ment and payment of members are the 
same as the Michigan and Nebraska bills, 
except that the secretary of the board 
that would be created by the Ohio bill 
could be paid up to $2,000 a year. Ap- 
plicants for examination would be 
charged a $15 fee, with the charge for 
the second examination on failure to pass 
the first set by the bill at $7.50. Persons 
engaged in watchmaking in Ohio prior 
to the effective date of the act would be 
registered upon payment of a $5 license 
fee, while watchmakers from other states 
seeking to do business in Ohio would be 
charged $15 and would have to prove 
they had been engaged in watchmaking 
for at least the previous two years. An- 
nual renewal of registration certificates 
would cost $3. 


Oregon Kills Licensing Bill 


Oregon—The house refused passage of 
a bill seeking a watchmakers’ licensing 
act, while the senate committee on in- 
dustries was studying a bill to regulate 
sale of second-hand watches. 

Texas—Fair trade bills, to permit 
manufacturers of trade-marked articles 
to fix minimum retail prices and actively 
supported by the Texas R. J. A., have 
been favorably reported by committees 
in both the house and senate. Before 
approving the bill before it, however, 
the house committee amended it to pro- 
vide that it in no way shall repeal the 
anti-trust laws, and to provide that min- 
imum prices may be disregarded during 
30-day annual clearance sales. 

Vermont—By a vote of 16 to 13, the 
senate refused passage of a bill to estab- 
lish a fair trade act, which would have 
permitted manufacturers of trade- 
marked goods to set minimum resale 
prices. A similar measure was killed by 
the 1937 legislature. 


Regulates 2nd Hand Watch Sale 


Washington—To show appreciation 
for legislative approval of a bill to regu- 
late sale of second-hand watches, back- 
ers of the bill at the close of the session 
presented watches to House Majority 
Leader Edward J. Reilly, of Spokane, 
and House Clerk S. R. Holcomb. The 
bill passed both houses of the legislature 
with substantial majorities. 

West Virginia — Finel legislative ap- 
proval was given a bill to prohibit use 
of any other trade mark on silverware, 
chinaware and glassware other than that 
put on by the manufacturer. The house 
approved a bill to regulate sale of second- 
hand watches, but the measure was bur- 
ied by the senate in the closing days of 
the session. 


Repeal Wisconsin Licensing? 


Wisconsin—While an assembly bill 
seeks outright repeal of the state’s 
watchmakers’ licensing act, a _ senate 
measure would amend the act to permit 
practising watchmakers to register with- 
out examination up to June 30, this year. 
As passed two years ago, the act pro- 
vides that registration of practising 
watchmakers must be made within six 
months of the effective date of the act. 
Other senate bills, both of which have 
been referred to the committee on judi- 
ciary for hearing, would enact a second- 
hand watch regulatory law, and would 
repeal present statutes relating to 
jewelry auction sales and prescribe new 
and stronger regulations. 





Jewelry Industry Publicity Board 
Formed to Extend Committee’s Efforts 


A meeting of great moment to the 
jewelry industry was held on Saturday 
afternoon, March 18, in the rooms of the 
Jewelers’ Twenty-four Karat Club, 608 
Fifth Ave., New York, when appointed 
representatives of all branches of the 
jewelry trade and industry in America 
convened to consider the best method of 
procedure in order to secure the continu- 
ation of the work which has been carried 
on for three and one-half years by the 
Jewelers Publicity Committee. 
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general committee, number 78, and cover 
the entire country, geographically, and 
all divisions of the industry. The execu- 
tive committee was empowered to fill 
vacancies and also to make additional 
appointments to the committee when 
such action seems desirable. 

It was suggested that advertisers in 
the jewelry trade publications be re- 
quested to run the following line in their 
advertisements: “For your own good, 


Publicity Committee since its inception 
about four years ago, served as tem. 
porary chairman of the meeting and 
Boyd Evans as temporary secretary, 

The financial report of Charles 7. 
Evans, secretary-treasurer of the Jewel. 
ers Publicity Committee, showed sufficient 
cash on hand to meet necessary expenses 
to the end of the fiscal year, April 30, 
1939, and accounts receivable amounting 
to $1,900. 

In addition to Messrs. Ansen, Car. 
penter, Hall, Heyman, Krehbiel, MeNeij, 
Monohon, Morris, Nathan, Niemeyer, 
Robinson, Schwab, and Van Cott, of the 
newly-constituted executive committee, 
the meeting was attended by William H, 
Blake, associate secretary of the New 


It was deemed advisable that the Jew- 
elers Publicity Committee, as now con- 
stituted, continue to function until April 
30, 1939, and that an energetic, enthusi- 
astic, all-embracing campaign to raise 
$50,000 for the work to cover the ealen- 
dar year 1939 be put into effect at once. 

A new committee was immediately con- 
stituted, and after considerable discus- 
sion, was termed the Jewelry Industry 
Publicity Board. This name, it was 
agreed, was a better one for this con- 
tinuing campaign than the former one. 

An executive committee of the new 
board was elected by the complete com-_ ; 
mittee, and organized as follows: Ken- ~ 
neth I. Van Cott, general manager of 
Marcus & Co., New York, chairman; 
William Ansen, of Aisenstein-Woronock 
& Sons, Inc., New York, the chairman of 
the Publicity committee for the National 
Wholesale Jewelers Association, vice- 
chairman; W. Waters Schwab, president 
of J. R. Wood & Sons, New York, trea- 
surer; Sydney H. Ball, of Rogers, Mayer b t 
& Ball, New York; Frederick A. Ballou, u 
Jr., of B. A. Ballou & Co., Inc., Provi- 
dence, R. I.; Howard L. Carpenter, of 
the Albert Walker Co., Providence, and 
president of the Jewelers Board of 
Trade; William Gibson, of the Cole & 
Young Co., Chicago, and president of 
the National Association of Credit Jew- 
elers; John Hall, New York representa- 
tive of the Hamilton Watch Co.; Louis 
Heyman, vice-president of Oscar Hey- 
man Bros. Co., Inc.; Edward Krehbiel, 
general manager of Black, Starr & Frost- 
Gorham, Ine., New York; William D. 
McNeil, chairman of the Jewelers Pub- 
licity Committee; Charles J. Michaels, of 
Michaels, Hartford, Conn.; Paul W. 
Monohon, of Krementz & Co., Newark, 
N. J.; Norman M. Morris, of Norman 
M. Morris, Inc., New York, and presi- 
dent of the American Watch Assemblers 
Association; Leopold Nathan, of S. Na- 
than & Co., and president of the Precious 
Stone Dealers Association; G. H. Nie- 
meyer, president of Handy & Harman, 
New York, and chairman of the Jewelers 
Vigilant Committee; Barnet Robinson, 
of Robinson & Sverdlik, representing the 
Gem & Pearl Dealers Association; and 
Alfred J. Roden, president of the 
Canadian Jewellers Association. 

Quotas were assigned to the following 
groups: General retailers, credit jewelers, 
wholesale jewelers, watch assemblers; 
American watch manufacturers; manu- 
facturers of precious stone jewelry; the 
New England Manufacturing Jewelers 
and Silversmiths Association; manufac- 
turers of gold jewelry; Gem & Pearl 
Dealers Association; Precious Stone 
Dealers Association; refiners; Sterling 


support the Jewelry Industry Publicity England Manufacturing Jewelers and 
Board.” Silversmiths Association, representing 
Mr. MeNeil, chairman of the Jewelers Frederick A. Ballou, Jr.; Charles T, 
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IN GOLD FILLED and ROLLED GOLD PLA 
goes back 100 Years | 





Fashion’s pointers spin quickly from Then, whether the finished produ 
one mode to the next. But the stand- to be sheets, tubing, or wire, this ¢ 
ards of wear-resistance in Gold Filled bination of metals is rolled repes e 
and Rolled Gold Plate have already under enormous pressure to give 1 
spanned a century. gold surface the utmost resistance 

For the rolling process which makes __ wear. 
Gold Filled and Rolled Gold Plate It’s this time-proven -process 
possible has been handed down through combines known wearing quality 
five generations of jewelers — proven truly moderate prices. And that’s wht 
and accepted to assure longer wear than competent jewelers find it good bust 
obtainable by other commonly used ness, all year round, to put strong 
plating methods. selling effort behind better values in 

In this process, actual layers of karat Gold Filled and Rolled Gold Plate. Have 


gold are first fused to the base metal. you checked your line recently? 
Silversmiths Guild, and the Canadian 


Jewelers Association, all of which are Research Division of GOLD FILLED a 


represented on both the general and E 
executive committees. 
Appointments made thus far to the 
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The special rolling mill above shows the proc- 
ess used in the manufacture of Gold Filled and 
Rolled Gold Plate wire. On this machine the 
combination of gold tubing and alloy base are 
rolled under tremendous pressure to reduce the 
site for the final drawing process, and to assure 
long wearing qual ity. 


LLED GOLD PLATE manuractuners 








secretary of A.N.R.J.A. and 
treasurer of the Jewelers Publicity Com- 
mittee; Boyd Evans, assistant secretary, 
AN.RJ.A.; E. C. Luscomb, of Walter 
Lampl, New York; George Klinick, of 
the Heller-Hope Co. and A. Mastoloni, 
as members of the Precious Stone Deal- 
ers Association ; Phineas Peters, chair- 
man of the Executive Board of Retail 
Jewelers Associations of Greater New 
York; George A. Schuetz, representing 
H. Monroe Larter, of Larter & Sons, 
Newark, N. J.; and Wilson A Streeter, 
president of Bailey, Banks & Biddle Co., 
Philadelphia. 


PORT HURON STORES DAMAGED 

Port Hvron, Micn.—Fire caused 
damage of $35,000 and $20,000, respec- 
tively, to Runnel’s jewelry store and the 
Fox jewelry company last month. 
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EADQUARTERS -++ PROVIDENCE +++ RHODE 


A.G.S.-G.LA. 
Conclaves This Month 


In Boston, Chicago 


Progressively more popular, the con- 
claves of the American Gem Society and 
the Gemological Institute of America 
will be held this month. The second con- 
clave of the Eastern and Southeastern 
students will be held in Boston, April 
16 to 18, and the third conclave of Cen- 
tral and Southern students will be con- 
vened in Chicago, April 23 to 25. 

The Boston sessions will be held in 
the State Suite of the Copley Plaza, and 
the Chicago meetings will be in the Sky 
Rooms of the Stevens Hotel. Approxi- 


What is Gold Filled and Rolled 
Gold Plate? 


For either product, 10k or higher gold must 
be used, to conform to US Commercial 
Standard No. CS47-34 (except watch cases, 
made to special standard). In qualities of 
1-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 
accordance with this U. S. Commercial 
Standard, thereby protecting yourself and 
your customers — insist on a written 
guarantee from your supplier. 








WARD COMPACT LATER NON PRECIOUS 
OF KARAT GOLO BASE METAL 


HARD COMPACT LAYER 
OF KARAT GOLD 
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mately 100 students are expected to at- 
tend each. 

The section presidents of A.G.S. will 
again supervise the activities. John S. 
Kennard, C.G., of Hodgson-Kennard 
Co., Inc., Boston, is president of the 
Eastern Section of A.G.S., and H. Paul 
Juergens, C.G., of Juergens & Ander- 
son, Chicago, is president of the Central 
Section. C. I. Josephson, Jr., C.G., 
chairman of the A.G.S National com- 
mittee, will preside at business sessions. 
The instruction of students will be in 
charge of Robert M. Shipley, president 
of the Gemological Institute, and Robert 
Shipley, Jr., director of education and 
research. 

Edward H. Kraus, Ph.D., dean of the 
College of Letters and Sciences, Uni- 
versity of Michigan, foremost gem au- 
thority and co-author of “Gems and Gem 
Materials,” will speak at the Chicago 
conclave, and H. T. Dickinson, technical 
adviser to the De Beers Consolidated 
Diamond Mines, South Africa, is sched- 
uled to speak at the Boston conclave. 

G. H. Niemeyer, of Handy & Harman, 
and chairman of the Jewelers’ Vigilance 
Committee, will attend both the Chicago 
and Boston conclaves and will speak on 
precious metals. A movie feature espe- 
cially prepared at the request of the 
Gemological Institute by the De Beers 
Consolidated Mines, showing operations 
in the South African diamond mines, 
will be a feature of the material de- 
voted to diamonds. 

The proper use of gem-testing instru- 
ments and methods will be demonstrated 
by several certified gemologists who have 
just recently returned from the second 
invitational advanced laboratory sympo- 
sium, conducted for ten days in the mod- 
ern new laboratory which is part of the 
equipment of the new building just com- 
pleted by the Gemological Institute of 
America at 541 S. Alexandria Ave., Los 
Angeles. 

Advanced Institute students shown at 
work in this new laboratory, which is 
equaled only by one in London and an- 
other in Paris, are, from left to right, 
John F. Vondey, C.G., of John F. Von- 
dey Jewelry and Gem Shop, San Ber- 





nardino, Cal.; Martin R. Mager, of 
Bugg, Inc., Jackson, Mich.; Edward 
Wigglesworth, Ph. D., C.G., curator of 
the Boston Museum of Natural History, 
and instructor of the New England 
Study Group, A.G.S.; Jerome B. Wiss, 
C. G., Wiss Sons, Inc., Newark, and 
Samuel J. Tyack, C.G., Shreve, Crump 
& Low, Boston. Glynn Cremer, C.G., 
LaCrosse, Wis., also studied at the lab- 
oratory. 

The sessions, which were devoted to 
research and experiment, were under the 
direction of Richard Jans, of the U. S. 
Geological Survey and instructor at the 
California School of Technology; David 
H. Howell, C.G., Pomona College, and 
Robert Shipley, Jr. 

Laboratory sessions for advanced stu- 
dents will be held on the Saturday pre- 
ceding each conclave. 
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Pearl Associates Make Study 
Of the Consumption of the Pearl 
In Various Forms of Jewelry 


Carrying on an active program since 
the first of the year, Pearl Associates, 
Inc. reports wide interest in their cam- 
paign “to further an understanding of 
the place of natural pearls among pre- 
cious gems.” Complete reports on the 
progress to date were made at a meeting 
of the committee in charge held March 
10, at the 24 Karat Club, 608 Fifth Ave., 
New York. 

One phase of the program has been 
the gathering of information from the 
trade and the public concerning the sale 
of genuine Oriental pearls. One of these 
surveys has been useful in indicating 
the ratio of pearl consumption in the 
manufacture of jewelry items. It also 
indicated the pearl articles which were 
sold in the greatest volume. 

Necklaces and additions to necklaces 
were tied in the answers received from 
key dealers, each receiving 30 per cent 
of the mentions. Men’s pearl studs 
ranked next, with 13 per cent. Then came 
rings with 11 per cent; earrings, 9 per 
cent; and scarf pins, 5 per cent. 

Besides the surveys the organization 
has collected information on all phases 
of the natural pearl and a broad pro- 
gram of public education has_ been 
launched. 





Swiss Watch Manufacturers 
To Visit U. S$. About April 20 


Visits to the watch factories of Switz- 
erland by American manufacturers, im- 
porters and jewelers are of frequent oc- 
currence but it is not often that the 
Swiss manufacturers come to this coun- 
try. 

Americans, therefore, will be inter- 
ested to learn that a group of some 40 
to 50 manufacturers from Switzerland 
will visit the United States in a body 
late this spring. They will arrive in 
New York on or about April 20, spend- 
ing a few days here, after which they 
will embark on a tour of industrial and 
trading centers of the eastern half of 
the country, returning to New York 
again for a few days’ visit before sailing. 
The party will be in charge of Hugo 
Buchser, prominent Swiss publicist, who 
will conduct the group on its tour 
through the United States. 

Any one desiring to meet members of 
the group may make appointments for 
doing so by addressing Mr. Buchser, 
care of the Swiss Consul, 468 Fourth 
Ave., New York, N. Y., who will be glad 
to make the necessary arrangements. 

Centers to be visited by the party in- 
clude New Haven, Waterbury, Boston, 
Waltham, Montreal, Detroit, Chicago, 
Elgin, Cincinnati, Washington and Phila- 
lelphia, in that order. 





WANKE RESTRAINED 


Prohibiting misleading representions 
in the sale of trade cards redeemable 
in Wm..A. Rogers silver-plated ware, 
the Federal Trade Commission has issued 
an order to cease and desist against 
Hugh J. Wanke, trading as National 
Publicity Bureau, and Rogers Silver- 
ware Distributors, 4 E. Redwood St., 
Baltimore. The F.T.C. findings were 
that Wanke’s trading cards did not con- 
stitute a method of advertising used by 
Wm. A. Rogers, 





Retail Jewelry Sales Map for March |, 1939 
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As will be seen by the accompanying map, the total volume of retail jewelry store sales is holding 


up well in comparison with that of a year ago. 


On the basis of detailed reports from 850 stores in 25 states, the amount of business done last 
month was only three tenths of one per cent below that of February, 1938. This makes the seventh 
consecutive month in which the volume of jewelry sales has come progressively closer to the figures 
for the corresponding month of the preceding year. In nearly half of the reporting states—12 ont 
of 25—sales for February, 1939, are actually higher than for the same month of last year. 

The extreme Northwestern and Southeastern portions of the country continue to make an espe- 
cially favorable showing with gains being registered in Washington, Oregon, Idaho and Montana 
and in Alabama, Georgia and Florida, with South Carolina practically even. 

An encouraging note is the excellent showing made by two important states in the Central 
West, Indiana and Ohio, the latter of which shows an increase over the figures of a year ago 


for the first time in many months. 


The data upon,which this report is based have been compiled by the Current Statistical Service 


of the Bureau of Foreign and Domestic Commerce, Washington, D. C. 
the 850 reporting stores was $1,979,470 for February, 1939, only $5,000 


$1,984,797 registered in February, 1938. 


he combined volume of 
below the figure of 
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RETAIL JEWELRY STORE SALES 400 
Month by Month for past three years 
Taking January 1938 as |00: 
5 Sales for February 1939 were 96,3 3500 
y Sales for February 1938 were 96.6 
i Sales for January 1939 were 98.0 
i 200 
i 
\ 1937) 
q - 1938. =o 
Mam cum OF a eS 100 
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JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT NOV. DEC. 
SILVER BARS JANUARY IMPORTS 
London New York Article Number Value 
Spot ficial Watches and watch move- 
Re. 8 ae amiekess 20% 42% NE Soa ianbanmede 96,878 $215,226 
Oe eae ree 20% 42% WUMOD SMRENN OS ea rckawes, s8aaes 44,212 
ON |) ee ere 20% 42% Clocks and clock move- 
REGO Ssicaciauseene 20 42% BD. hdc bee Aewene 552 5,934 
Diamonds— 
Sse Rough, uncut ........ 3,775 pha 
Cut, but unset ...... 36,095 1,824, 
PLATINUM PRICES | Aileen 
March 24, 1939 OS Ee ee ee 7,698 
ae ca tas $35.00 Cultured or cultivated. 23,860 
Containing 5% iridium .............. 36.50 Other goatene _ semi- 
a A eee - ca eet aa 3,884 
TIGIUM covcevvcccsseccsssecevssessees cei Ge ae GEES 11 : 
NE on ctescaan side eepanpens 24.25 Cut, Put eet ont 
dent; M. B. Barkan, vice-president, and 
New officers of the Milwaukee Jewel- L. C.. Beck, secretary-treasurer. Mem- 
ers’ Service Club, elected at the annual eter comprises wholesale and manu- 
meeting, are: A. G. Schulenberg, presi- facturing jewelers and engravers. 
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Calendar of Coming Events 
APRIL 
2-3. Nebraska R.J.A. Hotel Fontenelle Omaha 
9-10 Oklahoma R.J.A. Skirvin Hotel Oklahoma City 
16 Ohio Watchmakers Association Cincinnati 
16-17. N. Y. State Watchmakers Assn. Hotel Powers Rochester _ 
16-17. Missouri R.J.A. Jefferson City 
16-17 South Carolina R.J.A. Anderson 
16-18 Eastern-Southeastern A.G.S. Conclave Copley Plaza Hotel Boston , 
23-25 Michigan R.J.A. Hotel Rowe Grand Rapids 
23-25  Central-South Central A.G.S. Stevens Hotel Chicago 
Conclave 
23-25 Washington R.J.A. Hotel Davenport Spokane 
23-25 North Carolina-Virginia R.J.A. Robert E. Lee Hotel Winston-Salem 
26 Massachusetts-Rhode Island R.J.A. Parker House Boston 
26-27 Georgia R.J.A Hote! Ansley Atlanta 
30-2. Florida R.J.A. Tampa 
MAY 
1-2 IMlinois R.J.A. Hotel Kaskaskia LaSalle 
1-2 Wisconsin R.J.A. Hotel Schroeder Milwaukee 
7-8 Md.-Del.-D.C. J.A. Lord Baltimore Hotel Baltimore 
7-9 Tennessee Watchmakers & Jewelers Noel Hotel Nashville 
Assn. : 
14-17. United Horological Association Roosevelt Hotel Pittsburgh 
21-23 Horological Institute of America Washington 
22-23 New York R.J.A. Hotel Syracuse Syracuse 
JUNE 
Natl. Wholesale Jewelers Assn. Boston 
5 Maine ing je toy 
J WA. 
ne New Hempehire R.J.A. Wentworth-by-the-Sea Portsmouth 
AUGUST 
28-Sept. | American National Retail Jewel- Waldorf-Astoria New York 
ers Association 
SEPTEMBER 
17-20 National Association of Credit Hotel Sherman Chicago 
Jewelers 
Approximately 250 executives and | Begin Drive to Get 


employes of Boston department stores 
and jewelry firms attended a dinner 
marking the 10th anniversary of the 
founding of the Boston Credit Bureau, 
Inc., at the Copley-Plaza on March 22. 
wT J. Doyle was toastmaster. 
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300 New Members 


| For Minnesota R. J. A. 





MINNEAPOLIS—At its annual conven- 
tion, at the Hotel Nicollet, here, March 
12 and 13, members of the Minnesota 
R.J.A. laid plans for a campaign which 
should result in another increase. 

When Lester Johantgen assumed his 
duties as secretary of the organization, 
four years ago, the membership roll had 
been showing a steady and discouraging 
drop for some years, due to the depres- 
sion. In response to the organizational 
effort put forth by Mr. Johantgen and 
other officers since that time, however, 
there has been a 300% increase in mem- 
bers. To still further increase the rolls 
it was decided to reduce the membership 
fee to $5. It is hoped that 300 new 
members will be brought in by this move. 

On the first day of the convention, the 
Gopher Travelers, a group of wholesalers 
salesmen, entertained all at a luncheon. 

The watchmaker licensing bill, now be- 
fore the state legislature, was the prin- 
cipal matter under discussion at the 
business session, Monday. This bill has 
passed through committees in both House 
and Senate, and will probably be enacted 
into law soon. With this bill disposed of, 
second-hand watch legislation will be 
sought. 

On the second day, the following offi- 
cers were elected: Earl Barker, Bemidji, 
president; C. A. Munn, Crookston, vice- 
president, re-elected and Lester Johant- 
gen, secretary, re-elected. 

The semi-annual meeting was planned 
for the summer, and arrangements were 
made for meetings of the seven guilds 
which work closely with the state group. 

Approximately 350 jewelers and friends 
were present at the cocktail hour and 
banquet on Monday evening. 

President Barker has long been active 
in the Minnesota Association, and has 
played a leading part in handling the 
Paul Bunyan campaign, which is credited 
with bringing thousands of tourists to 
northern Minnesota each summer. 
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BRAXTON BELTS, with the 
exclusive built-in double comfort 
feature, will keep your belt cus- 
tomers smiling and happy. No 
BRAXTON wearer ever gets a 
sour look like the gentleman on 
the right. The BRAXTON is 
comfort personified. Try one 
yourself (see free offer below) 
and be convinced BRAXTON’S 
are the belts to sell in your 
store. 


Genuine 
COWHIDE, 
1” and 1%” 

$18.00 per dozen 
without buckles. 
Genuine PIGSKIN, 1” and 13%”, 
$24.00 per dozen without buckles. 
(With bronze tongue buckles, add 
$1.50 per dozen extra.) Write us. 
Our representative will call on you 
if territory is covered. Samples will 
convince you what great values are 
at the prices quoted. Traveling 
men write for territory still open. 
1/20—10Kt. 
Yellow 
Gold Filled 
Belt Buck- 
le, hand en- 
graved, 


very fine 
finish. 


No. 1811 


7 4” DOZEN 


Tie chains 
to match, 
$6 to $9 a 
dozen. 


Complete line of sterling silver belt 
buckles, hand engraved, $7.80 to $18.00 
per dozen. 

1/10th and 1/20th yellow gold filled 
belt buckles. $24.00 to $36.00 per 
dozen. 


Store Buyers! For Demonstration 
Purposes a “Braxton” Belt Sent to 
You Free. Write Today, Stating Your 
Size. 


Traveling men write for open territory 
commission basis. 


Queen City Buckle Mfg. Co. 
TEMPLE BAR BUILDING 


CINCINNATI, OHIO 
AT ALON IETS EN RRA ER 











Write for Catalog 
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Write for 
Illustrated Catalog 
KIMLER & DANIEL, INC. 
83 Canal St. New York 











SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 

















Loss-Leaders Out 
If Bills Before 
New York Solons Pass 


A legislative measure termed a “loss- 
leader” bill, which evoked much comment 
in retailing circles when it was passed 
by the New York State Assembly, March 
14, was quickly followed by a trade prac- 
tises bill, suggestive of the Robinson- 
Patman act, introduced before the same 
body on March 21. 

The bills affect producers, wholesalers 
and retailers alike. 

The trade practises bill, known as the 
Unfair Practises Act, designated as Sen- 
ate 1620, has been referred to the Gen- 
eral Laws Committee. This measure 
would bar sales below net invoice cost, 
or replacement, whichever is lower, plus 
the cost of doing business or overhead 
expense. 

The opinion in some retail circles is 
that a penalty would be placed upon 
efficient merchandising by this bill, and 
that it would be difficult and costly to 
administer. 

The “loss-leader” bill, named after its 
sponsor, Assemblyman G. B. Parson, 
Syracuse, would require a mark-up of 
at least 6 per cent on merchandise sold 
by retailers, and at least 2 per cent by 
wholesalers “to cover the cost of doing 
business.” It would not apply, however, 
to bona fide clearance sales or to liquida- 
tions. 

It is expected that the larger depart- 
ment stores throughout the state will 
fight enactment of the bill. 

Representative retail jewelers, in varied 
types of stores, were approached by The 
JEWELERS’ CrrcuLar-Keystone for their 
opinion of the “loss-leader” bill. Their 
comments were: 

Russel G. Scheer, Rochester, president of 
the New York State R. J. A.: “It is pleasing 
to this association, which represents honest, 
ethical retailers, that our legislature is realiz- 
ing the seriousness of unfair competition in 
business today. This bill, if passed, will at- 
tempt to protect the unsuspecting public, who 
are not to be blamed for buying “‘loss leaders’’ 
and are not aware that the loss sustained in 
profit to the retailer is absorbed in other blind 
merchandise. This unfair competition is 
vicious and should, by all means, be stopped.” 

C. M. Bradbury, of the Royal Diamond & 
Watch Co., New York, and president of the 
Associated Credit Jewelers of New York and 
New Jersey: “Personally I think the bill is 
constructive and a move in the right direction, 
and it is in fact, very much in line with 
similar measures which our association has 
sought to foster and encourage. It is a matter 
of plain common sense, that no business can 
possibly sell merchandise at a loss, and “‘loss- 
leaders” therefore are obviously used only as 
bait. This in my opinion, constitutes in many 
cases, unfair competition, and certainly tends 
to depress retail values. It is my hope there- 
fore, that the bill will not only become law, 
but that considerable means will be provided 
for its diligent enforcement.” 

Phineas Peters, of M. G. Peters & Bros., 
Brooklyn retailers, and the chairman of the 
Executive Committee of the Retail Jewelers 
Association of Greater New York: “This is a 
protective measure to which legitimate busi- 
ness has long looked forward. It will act as 
a safeguard to the buying public and save it 
the annoyance of being brought into a store 
by shady methods and then switched to ‘some- 
thing similar’ or ‘just as good’ as nationally 
advertised products with established retail 
prices, which are usually used as the bait to 
‘hook the sucker.’ ” 

S. D. Butler, of Deister & Butler, Inc., 
Elmira jewelers: “We are not familiar with 
this particular legislation but it would appear 
to us that this bill would be a help to the 
ethical retail jeweler.” 
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SPECIAL NO. J10 — 10/0 
size, Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless stee] 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 


Send for our catalog and also our 
latest bulletin illustrating hundreds 
of other exceptional values in high 
grade reconditioned, guaranteed 
watches. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I1.D. Watch Cases 


5 South Wabash Avenue 
Chicago, III. 











TAKING THE TOWN i 


“BY STORM! 


hau 


@ Thriiling hurricane 
staged with rain and 
lightning ... glamorous 
native - girl floor show 
accompanied by melo- 
dious music from the 
famous Islands... all 
in an authentic tropical 
setting. Unique in New 
York! 


“The friendly hotel in 
New York” offers you 
a key to the city! Its 
convenient location in 
the heart of the Grand 
Central area makes the 
places you want to go 
easily accessible. 
Choice accommoda- 
tions . . . personalized 
service 


HOTEL LEXINGTON, 


Lexington Avenue at 48th Street, New York 
Charles E. Rochester, ¥. P. & Managing Director 
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L. Luria and Son, Inc., wholesalers at 
623 Broadway, announce that Joseph J. 
Luria is now president and treasurer 
of the firm. 

Jules Schwob, of L. A. Schwob, 22 W. 
48th St., has returned to his office after 
being confined to the hospital for the 

ast three months. 

Tancer & Wasserstrom, diamond im- 
porters formerly at 48 W. 48th St., have 
moved their office to Suite 1908, 630 
Fifth Ave., Rockefeller Centre. 

Due to the retirement of Howard F. 
Lane, the firm of Lane & Wagner, Inc., 
at 607 Fifth Ave., is being dissolved, 
and Joel. H. Wagner will continue as a 
dealer in precious stones at the same 
address. 

Milton L. Braun, of the firm of A. 
Jaffe & Son, Ine., diamond mounted 
jewelry, 608 Fifth Ave., is now on an 
extended trip through the South and 
Middle-West and will return home the 
latter part of April. 

Emanuel Goldman, of the Superior 
Gem Co., 22 W. 48th St., has returned 
home after a six weeks’ trip to Europe 
where he visited the precious stone mar- 
kets in Paris and London. Mr. Gold- 
man was successful in securing an un- 
usually good collection of gemstones in- 
cluding topaz and alexandrite. 

O. J. Roy, a nephew of the late A. A. 
Roy, Mount Kisco, N. Y., jeweler who 
died on Jan. 18, at the age of 85, is 
continuing the business. Mr. Roy was 
associated in business with his uncle 
since 1919. The elderly jeweler, who 
established the business 30 years ago 
worked until the day before his death, 
which was caused by the grippe. 

Four talks on the appreciation of 
gems will be given by Dr. Herbert P. 
Whitlock, curator of gems and minerals, 
in room 319 of the Roosevelt Memorial 
at the American Museum of Natural 
History on Saturdays, April 15, 22, 29 
and May 6, at 4 P. M. Subjects will be 
as follows: “The Precious Stones,” 
“Jade, the Many-Colored Jewel of 
Heaven,” “Jade, It’s Carving, Mythology 
and Symbolism,” and “Quartz and Other 
Decorative Stones.” 

Sometime last August or early last 
September the late Max Gelula, whose 
jewelry store at 1532 Atlantic Ave., 
Atlantic City, N. J., is being operated 
by his widow, left a man’s star sap- 
phire ring with a setter between 40th 
and 50th Sts., in New York, according 
to information supplied this journal by 
Mrs. Gelula. Mrs. Gelula does not know 
the identity of the setter. We are glad 
to publish these particulars, at her re- 
quest, in hope that she may recover the 
ring. 

The affection and respect in which 
Philip Hersh, is held by his many friends 
in the jewelry trade will be shown at 
a testimonial dinner, which is to be held 
in observance of his 90th birthday which 
occurs this July. To assure a better 
attendance the dinner is being held 
earlier, on Sunday evening, May 21, in 
the grand ballroom of the Manhattan 
Opera House. Religious and charitable 
organizations in which “Daddy” Hersh 
has been a moving force, which will 
join with the New York Jewelers Benev- 
olent Association in sponsoring the affair, 
are Hias, the Hebrew Free Loan So- 
ciety and the Zionist Organization of 
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America. Celebrities in Jewish life and 
leading entertainers will attend. Reser- 
vations can be made through Louis Cut- 
ler, Joe Goldman and Mike Elinson, 
N.Y.J.B.A. officers. 

A noteworthy effort to acquaint the 
public with the charming traditions and 
little-known facts about gemstones is 
being made in the monthly Museum 
Notes of the Jersey City Museum, which 
includes a long article on the birthstone 
for each month, written by Otto Goetzke, 
of Church & Co., Newark manufactur- 
ing jewelers. ‘This museum holds the 


Otto Goetzke collection of gems, which 





HAPPY ABOUT IT ALL 





Joviality is one of the chief character- 
istics of Louis Bendheim, as is indicated 
by his photograph taken on the occasion 
of his 75th birthday, which occurred on 
March 23. 
and his youthful spirit belie his years, 
and his ready sense of humor makes him 
one of the most popular of the “boys” 
on New York’s Maiden Lane. “Louie” 
as he is affectionately known to Eastern 
wholesalers, on whom he has been calling 
since 1900, finds his chief source of hap- 


piness in a couple of little grandchildren. | 
Bendheim’s | 


He was bereaved of Mrs. 





Mr. Bendheim’s appearance | 








comradeship just last year after many | 


happy years together. 





is worthy of an inspection visit by 
jewelers in the vicinity of Jersey City. 

Isidor Rosen, president of the Royal 
Diamond & Watch Co., Inc., 170 Broad- 
way, which he helped to organize in 1895, 
died March 17, at his home, 120 W. 
70th St., at the age of 60 years. 
company, which was one of the pioneers 
of the installment jewelry business in 
New York City, was founded as a 
partnership of Mr. Rosen, the 
Charles Rosen and Morris Greenberg, 
the present secretary-treasurer. Stores 
are now located in three Eastern states. 
According to his business associates, Mr. 
Rosen, who was active almost up to the 
time of his death, “was a believer in 
aggressive advertising methods which he 
believed should be founded upon a will- 
ingness by the advertiser to live up to 
his advertised promises. He was also 
among the first to take seriously the 
advisability of shortening mark-ups in 
the credit jewelry field.” He was a 
Mason, a member of the Jewelers Square 
Club and various charitable organiza- 
tions. His widow, a son and two daugh- 
ters survive. 
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ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 








Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO., Ine. 


71-73 Nassan Sireet. New York 


Crders for Jobbing Stones and Lapida 
Work Carefully and Promptly Fille 





and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


NEW YORK 


Lys Chris maa 


65 NASSAU 











WIRE DRAWING DIAMOND DIES 
DIAMOND POWDER 
Carefully Graded for any parpose 
INDUSTRIAL DIAMONDS 


RUSCH WIRE DIE CORP. 
275—7th Ave. WA. 9-2766 New York,N. Y. 














GraFF, WASHBOURNE & DUNN 


SILVERSMITHS 
AND 
EccLesiASTICAL Meta, Work 


‘142 WEST 14th STREET 
NEW YORK 








UNUSUAL GEMS 


Bought and Sold 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 


CALIBRE 
Work 
87 Nassau St., N. Y. 





BArclay 7-7245 








eContracts © Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 

















SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 
ARE STRONG AND RELIABLE 


They Create Boosters For Your Shop 
Because Their Power Lasts 


Use only "Sandsteel" mainsprings and 
have that feeling of perfect confidence 
when you deliver a watch to your cus- 
tomer. 


WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York City 

















send a Sketch or Model 
of your invention for 






















= a Sketch or ne H ak 
your invention for |. LOL 
con 
V4 
FREE crercsie! PATENT Anes 


. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 



















CULTURED PEARLS 


One of the Finest and Least Expensive Lines 
Ask for Samples 


ZIRCONS - STAR SAPPHIRES 


CROWN PEARL & GEM, INC. 
580 Fifth Ave. New York, N. Y. 
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SELF-WINDING 
WATERPROOF WATCHES 
48 WEST 48TH ST. 


NEW YORK 








ANTIQUE JEWELRY 


PRECIOUS STONES 


WILLIAM C. BOYAJIAN, Inc. 


IMPORTERS 
64 W. 48th St. 


New York City 








RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














ABROAD TO BUY 





William B. Ogush, left, accompanied 
by Joseph Scordato, sailed March 18, 
aboard the Ile de France, for Europe on 
an extended buying trip for their firm, 
Katz & Ogush, Inc., 33 W. 60th St. 
New York. Mr. Ogush said on sailing 
that their original plans were to stay 
abroad for a month, but that they will 
remain until their buying requirements 
have been filled. They will buy diamonds 
and other materials in Holland and 
Switzerland. Mr. Scordato, head of the 
K. & O. diamond department, will con- 
centrate on those gems. 





A sterling silver plaque, two and one- 
half feet square, bearing the inscription, 
“Dedicated to Cleveland A. Dunn for 
his unselfish devotion to the develop- 
ment of the work and facilities of the 
Bowery Branch of the Y.M.C.A.” was 
presented to Mr. Dunn, of Graff, Wash- 
bourne & Dunn, Ince., silversmiths at 
142 W. 14th St., at a testimonial dinner 
in his honor, at the Bowery Y.M.C.A. on 
March 16. Mr. Dunn as chairman of 
the building committee and the credit 
system, was largely responsible for the 
money raised in building the Y.M.C.A. 
in 1915. Many of the men who worked 
with Mr. Dunn in this effort attended 
the dinner. The plaque was designed 
by A. Adelbert Hoerger and was execut- 
ed by employes of Graff, Washbourne 
& Dunn. 


Melville Rosenstein has been appoint- 
ed jewelry buyer for Hecht Bros., de- 
partment store, at 53 W. 14th St. 

The Irwin Camera Corp., 27 W. 20th 
St., has named Arthur Freed and Al 
Saphin, of the Monarch Sales Corp., 230 
Fifth Ave., as its New York representa- 
tives for its complete line of cameras. 


Max Pfeffer, office manager of Pfeffer 
Co., Inc., manufacturers of ring mount- 
ings at 106 Fulton St., was married on 
March 4, to Miss Pearl Smulowitz, of 
The Bronx. The couple spent a two 
weeks’ wedding trip in Havana. 

Abe Wolf, popular Manhattan jeweler 
with a store at 1996 3rd Ave., had him- 
self “baked to a crisp” during a vacation 
stay in and around Miami Beach, Fla. 
He left the metropolis on Feb. 27 and 
returned on March 20. 


Harry Davis has been engaged to 
cover the eastern territory for the Fore- 
most Rings Corp., 62 W. 47th St. 


Jewlery manufacturers will probably 
find much of interest in the display of 
jewelry designs which will be made in 
connection with the annual exhibition of 
the school department of Mechanics 
Institute, 20 W. 47th St., on the evenings 
of April 12 and 13. Thirty-six students, 
all of whom are connected in some way 
with the jewelry trade will compete for 
three medals which have been donated 
by the Medallic Art Co. C. A. Jakobb 
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J. R. Wood & Sons 
Moving to Manhattan; 
Have Handsome Lay-out 


For the first time in its business life 
of 90 years J. R. Wood & Sons, Ine., 
creators of fine rings, will have both its 
offices and factory in New York proper, 
on or about April 18, when it moves 
“lock, stock and barrel,” to handsome, 
dignified and efficiently-arranged head- 
quarters on the 7th floor, of 216 E. 45th 
St., New York. 

This move of the complete Wood 
establishment will facilitate mail service 
by 24 to 48 hours. This is an impor- 
tant factor to its trade which includes 
worthwhile jewelers in every state, 
Until 1930 the firm maintained only an 
office in New York and mailing had to 
be made from the Brooklyn factory. 

To assure itself of most efficient ar- 
rangement and tasteful decoration of 
its new establishment, Wood & Sons, 
commissioned Edward D. Stone, noted 
architectural designer. Some of Stone’s 
achievements are the Museum of Science 
and Industry; the Life Building, and 
the New Zealand Exhibit at the New 
York World’s Fair. He was associate 
architect for the Museum of Modern 
Art Building, and was employed by the 
Rockefeller Center architect as head de- 
signer of Radio City Music Hall and 
the Center Theatre, and by Schultze & 
Warner as designer of interior of the 
new Waldorf-Astoria hotel. 

A few small rooms in the attractive 
new suite of offices have been designated 
for the use of out-of-town customers. 








has been the instructor in jewelry de- 
signing for eleven years. 

Bernard Landau, importer of pearls 
and precious stones at 608 Fifth Ave., 
was making a five months’ trip to South 
America, last month. He spent most 
of his time in Bogota, Colombia, visit- 
ing the emerald market. 

A lecture demonstration by B. Gottlieb 
on plating with a portable plating ma- 
chine was a feature of the meeting of 
the Horological Society of New York, 
on March 7. J. L. Roehrich, president, 
presided. 








Antique Rings 
' Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 


Send for quotations 


| JOSEPH A. RICH 

Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 

















IRVING KUNNEL & SO 


Established 1918 
Watchmakers of Reputation 
Careful and Honest Watch Repairing for the Trade 
Prompt and Efficient Service for Out of Town 
Orders. Lowest Prices 


Phone BRyant 9-5065 
be 2 West 47th St., New York, N.Y. 
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Credit Jewelers Dine and Dance at Waldorf-Astoria 





1 ai 





Hugely successful was the fifth 


of the Associated Credit Jewelers of New 


York and New Jersey held at the Waldorf-Astoria Hotel, New York, Sunday evening, March 19. 
The moving of the event to one of Manhattan’s most gilt-edged hostelries by no means caused 
members and their guests to put on their figurative high hats and the same friendliness and good 
fellowship that has always characterized the affairs of this association was again manifest. 
Following a reception during which cocktails and canapes were served, members and guests sat 
down to a delightful dinner in the grand ballroom of the Waldorf-Astoria. 
Because of the regrettable death only two days previously of Isidor Rosen, president of the 


Royal Diamond & 


Watch Co., for whom funeral services had been held that very afternoon, 


C. M. Bradbury, president of the association, who is vice-president of the Royal firm, absented 


himself from the dinner, as did other members of the Royal organization. 


William Wagner, execu- 


tive secretary, presided in Mr. Bradbury’s stead, explaining the sad circumstances which had 
caused Mr. Bradbury’s absence, and the crowd stood for a moment in silent tribute to Mr. Rosen’s 


memory. 


At the close of the dinner, Mr. Wagner introduced the many notables of the jewelry industry 


who were in attendance. 


Following the introductions, an elaborate and extended entertainment 


was presented, followed by the drawing for door prizes which numbered nearly 50. 
Dancing and visiting in small groups followed until the wee hours when the last of the diners 
departed, voting it one of the most enjoyable affairs in the history of the organization. 











Porr Jervis, N. Y.—The jewelry trade 
was the loser when Richard B. Pippitt, 
son of Harry J. Pippitt, local jeweler, 
and Mrs. Pippitt, turned to medicine. 
Dr. Pippitt has been awarded the Mose- 
ley Fellowship by the Harvard Medical 
School, which entitles him to study neu- 
rology for a year in The National Hos- 
pital, London, England. 


KREMENTZ 
Goecy 1 Gentlemen 


STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-4 
BRENET WATCH CO. 
266 W. 40th St., New York 


























A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 
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Theodore A. Kohn & Sons 
Mark Golden Event 


Theodore A. Kohn & Son, respected 
Fifth Avenue retail firm whose history 
parallels the development of the jewelry 
industry in America, on March 1, ob- 
served its golden anniversary. 

In the 1860’s when New Yorkers be- 
gan to buy jewelry at home, diamonds 
were the only stone worn. Theodore 
A. Kohn & Son introduced American 
turquoise in combination with diamonds 
and it became a high fashion note in 
the 1890’s. They developed interest in 
amethyst and topaz, and concentrated 
on specially designed pieces which com- 
bined diamonds with emeralds, rubies, 
and sapphires. They proclaimed the 
craft and skill of the American designer 
and artisan and set out to create jewelry 
on special order. In recent years, this 
firm was among the first to produce the 


now full-fashion flower jewelry, and to | 


urge the renaissance of gold. 


Theodore A. Kohn, the founder, divid- 


ed his time between jewelry, painting 
and boating. He numbered a host of 
celebrities among his friends. He died 
in 1911. 

Active members of the second genera- 
tion are Albert M. Kohn, one of the 
few remaining jewelers in New York 
who was trained at the bench, and his 
brother, Emil W. Kohn, president of the 
Jewelers Association of Greater New 
York for 21 years and ex-officio presi- 
dent, and long a director of the Fifth 
Avenue Association. The third genera- 
tion is represented by Caroline Martin 
Kohn, daughter of Albert Kohn. 

The firm has been at 608 Fifth Ave., 
since 1932. 


Bovuxiper, Coro.—The Marker Jewelry 
Co., on Feb. 1, took a new location in a 














| 


most advantageous position in the busi- | 


ness center. 
Lew Marker, has a number of units in 
Kansas, Nebraska and nearby states. 
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To all 


MANUFACTURING JEWELERS! 


You are invited to investigate 


The Maxwell System “Service” 
EXCLUSIVE MODELS RINGS 
PRECISION MOULDS CHARMS 


PERFECTION CASTING BROOSHES 
All Transactions Handled in Strict Confidence 
Maxwell System 


BRyant 9-' 
NEW YORK CITY. 


22 W. 48th St., 
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The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


87 NASSAU ST. NEW YORK, N. Y¥ 











GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 


(Before) 
( After ) 




















Specializing Traveling and Boudeir Clocks 
Also complete —— Case Service 


110 West 40th St. New Yer 


ROSENBERG MFG. CO. 


Manufacturers & Importers - 
132 NASSAU ST. NEW YORK CITY 
AMERICAN MADE TOOLS 
FOR WATCHMAKERS & JEWELERS 
Screw Drivers—Fiole Blowers 
Watchmakers Single & Double Eye Loupes 
Material—Trays—Oilers, etc. 


Write for Samples & Prices 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street - Philadelphia 








NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 





727 Sansom St. Philadelphia, Pa. 











EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST, PHILADELPHIA 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 

— Engravers, Jewelers 
Write for free book ‘‘Your Future and Our Scheel.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 

WESTCLOX PRODUCTS 

INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 











CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X ZIRNKILTON 2!4,3,!274 81. 


PHILADELPHIA 


Z'RNKILTON 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








ELGIN & BELMAR 


ee 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 











“Wholesale Distributors tothe Trade” 








Martin IL. Rabinowitz, son of J. M. 
Rabinowitz, wholesaler at 723 Sansom 
Street, is now associated with his father 
in business. 

The Gerlach Jewelry Store in the 
Terminal Building, 69th Street, Upper 
Darby, last month virtually doubled its 
floor space by taking over the adjoining 
store. 

Robert S. Frain, of H. O. Hurlburt & 
Sons, 817 Chestnut St., left last month 
for a trip to the South. David Gersch, 
of the Hurlburt firm, returned last 
month from a vacation in Florida. 


W. Merritt Hurlburt, of H. O. Hurl- 
burt & Sons, 817 Chestnut St., will leave 
with Mrs. Hurlburt, next month, for a 
trip abroad. The couple plan to visit 
the British Isles among other places. 


The annual show and dinner of the 
Sansom Street Business Men’s Associa- 
tion will be held April 27, at the War- 
wick Hotel, members of the arrange- 
ments committee announced last month. 


Philip Kind, secretary of S. Kind & 
Sons, was host March 23 to a number of 
friends in the jewelry industry at a stag 
dinner at the Rydal Course, Rydal, Pa. 
Mr. Kind, who frequently entertains fel- 
low jewelers, is noted for the simplicity 
and goodfellowship of his dinners. 


Overwhelming response to the Elgin 
75th anniversary sale was reported by 
dealers in Philadelphia last month as the 
six-week campaign came to a close on 
March 18. One firm reported being 
forced to wait for delivery from the fac- 
tory becanse of the size of its orders. 


Walter Rice, of the diamond depart- 
ment, and Charles Harrison, of the 
jewelry department of Bailey, Banks & 
Biddle Co., 1218 Chestnut Street, re- 
turned last month from vacations. Mr. 
Rice spent two weeks on‘ a trip to 
Havana and Mr. Harrison visited Pine- 
hurst and Charlotte, N. C. 

Walter L. Bossert, jewelry designer 
associated with the firm of J. E. Cald- 
well & Co. for 39 years, died March 17, 
at his home in Glenside, Pa. He was 63 
and well known among jewelers in Phila- 
delphia and vicinity. For many years 
Mr. Bossert was manager of the Cald- 
well diamond-setting and repair depart- 
ments. 

The Philadelphia Federal Reserve 
Bank reported in March that wholesale 
iewelery sales for Eastern and Central 
Pennsylvania, New Jersey and Delaware 
increased 1 per cent in January over the 
same month a year ago. The seasonal 
drop in January from the December 
Christmas buying rush was 79 per cent, 
the report said. 

Wholesale and retail jewelers in Phila- 
delphia were invited to attend a dinner 
March 27 in the Adelphia Hotel to de- 
termine the part jewelers as a class were 
to take in the annual United Campaign, 
Philadelphia charity drive. Invitations to 
approximately 600 men in the trade were 
sent out. Philip Kind, of S. Kind & Sons, 
and Merritt Hurlburt, of H. O. Hurl- 
burt & Sons, are the respective retail 
and wholesale division chairmen for the 
jewelers’ section of the campaign 

Josef S. Milner is chairman of the 
committee for the annual dinner and 
show of the Sansom Street Business 
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Men’s Association, April 27, in which the 
Sansom Street Young Men’s Business 
Association is cooperating. Other mem- 
bers of the committee include: Samuel 
I.ashof, president of the elder group; 
Harry Gordon, Isaac Shifren, Robert 
Shifren, David Jacoby, Harry Leibowitz, 
John Costello, Jules Schwartz, Edward 
S. Pelling, Michael Orloff, president of 
the younger group, and Arnold Gordon, 


The Pennsylvania chain store tax, ap- 
plicable to jewelry stores as well as 
other establishments, was declared un- 
constitutional by the Dauphin County 
Court at Harrisburg late in February. 
The ruling is expected to be appealed 
to the State Supreme Court, probably 
in Philadelphia or Pittsburgh, late in 
March or in April. Passed by the recent 
Earle administration, the tax assessed a 
sliding scale levy on chain firms depend- 
ing on the number or individual stores 
in each group. The levy ranged from $1 
to $500. 


Believed to be the first exhibition of 
its kind in Philadelphia, a display of 
jewelery and silver designs created by 
craftsmen will open Saturday, April 22, 
in the store of S. Kind & Sons, Chestnut 
Street at Broad. The work of adults and 
children, students, amateurs and profes- 
sionals will be on view. Objects of the 
exhibition, Kind officials said, will be to 
encourage the art of individual jewelry 
making, to give the public an opportu- 
nity to buy original work which might 
find no other outlet and to bring the de- 
signer and craftsman to the attention of 
the commercial jeweler. 


Bartley J. Doyle addressed members 
of the Horological Guild of Philadelphia, 
March 7, at Franklin Institute, on the 
future of watchmaking and the jewelry 
industry ; possibilities of state legislation 
for the licensing of watchmakers and the 
organization of watchmakers and jew- 
elers. H. R. Pedrick and H. C. Holt 
were re-nominated as president and vice- 
president, respectively, for election at 
the April 4 meeting. Joseph Dalton and 
Ralph Saunders were nominated as can- 
didates for secretary-treasurer. George 
Baitzel and Robert Frank were nom- 
inated to fill two vacancies on the board 
of directors. 


In one of the largest jewelry robber- 
ies in the city in the past few years, Mrs. 
Henry W. Breyer, Philadelphia ice 
cream manufacturer’s widow, and her 
daughter-in-law, Mrs. Henry W. Breyer, 
Jr., were robbed of jewels variously val- 
ued at $88,000 to $225,000. The women 
were abducted by four youths who 
climbed into their automobile as_ it 
halted for a traffic light in the German- 
town section, slugged the chauffeur and 
drove the sedan to a lonely spot and 
stripped their victims of valuables. In- 
surance firms said the jewels were worth 
$88,000 while police insisted on the 
higher figure. 











Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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Walter D. Lindol, 86, former manu- 
facturing jeweler, died at his home 
March 14. 

The Stewart Novelty Co. has moved 
from its old headquarters at 9 Calender 
St. to 36 Garnet St. 

MacMillan & Co., manufacturers of 
jewelry findings have’ moved their fac- 
tory from 9 Calender St. to 36 Garnet St. 

Members of the Metal Findings Manu- 
facturers Association held their regular 
monthly meeting March 1 at the Hotel 
Narragansett. 

The newly formed Machine Chain 
Manufacturers Association held its first 
monthly meeting at the Narragansett 
Hotel on March 1. 

A one-story brick addition to the plant 
of the Federal Chain Co., 141 Georgia 
Ave., is planned under a contract re- 
cently let by the company. The addition 
will cost approximately $4000. 

Henry O. Crandall, 58, sales manager 
for Vennerbeck & Clase Co., gold platers, 
150 Chestnut St., died Feb. 28 after an 
illness of five months. Mr. Crandall had 
been associated with the company for 
more than 30 years. 

Payrolls in the manufacturing jewelry 
industry in Rhode Island showed an in- 
crease during February, with the total 
exceeding that in the preceding month 
by 10.5 per cent and that in the like 
period of 1938 by 8.1 per cent. 

The M. & M. Art Co., 225 Chapman 
St., established in 1888 as E. Millmather 
Co., has renewed its activity in the field 
of engraving, engine-turning, brocading 
and designing. Operations of the con- 
cern will be under the management of 
the founder, E. Millmather and his sons, 
Ernest, Jr., and William. 

John J. Collins has joined the sales 
organization of Clark & Coombs Co., 162 
Clifford St., makers of plated rings and 
novelties. Mr. Collins had previously 
been associated with Ostby & Barton 
for more than 25 years and held the po- 
sition of sales manager prior to his resig- 
nation shortly after the turn of the year. 

Willard A. Ormsbee, president of the 
N. E. Manufacturing Jewelers and 
Silversmiths Association and president of 
the Taunton Pearl Works, Taunton, 
Mass., has been appointed by Gov. Sal- 
tonstall to represent employers on the 
advisory council of the newly created 
Unemployment Compensation Commis- 
sion. 

Vincent Sorrentino, head of the Uncas 
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Mfg. Co., ring makers, and director of 
the N. E. Manufacturing Jewelers & 
Silversmiths Association, the Jewelers’ 
Board of Trade and Fashion Jewelers, 
Inc., of New York, has been appointed 
by Gov. William H. Vanderbilt to serve | 
as State Director of Social Welfare for | 
Rhode Island. 

The New England Manufacturing | 
Jewelers & Silversmiths Association has 
announced the appointment of a com- 
mittee to work with the Rhode Island 
commission which is planning the State’s 
industrial exhibits for the New York 
World’s Fair. The commission will allot 
a period of several weeks for each indus- 
try to stage its exhibition. The manu- 
facturing jewelers will be represented 
by Arthur Kaplan, Louis Stern Co.; 
Earl H. Ashley, E. H. Ashley & Co., Inc., 
and Reginald J. White, J. J. White Mfg. 
Co. 

Framco Mfg. Co., newly formed Rhode 
Island corporation, will begin operations 
within a few weeks at 400 Charles St. 
following renovations to the plant lo- 
cated there which the company has ac- 
quired from the U. S. Finishing Co. 
Framco will manufacture frames for 
ladies’ bags and will have the financial 
backing of Vincent Sorrentino, head of 
Uncas Mfg. Co., ring makers, who holds 
the post of treasurer in the new concern. 
Henry W. Migliaccio is president. The 
Uncas company also announced that it 
has purchased the Metacomet Mfg. Co.. 
162 Clifford St., from the Pease & Curren 
Refining Co. and that the equipment will 
be moved to the Uncas factory where | 
the business will be continued. Mr. Sor- 
rentino said that the Uncas company will 
increase the number of workers on its 
payrolls this spring. More than 500 are 
at work there at the present time. 





N.E.M.J. & S.A. Committees Named _ 
On Behalf of Jewelry Publicity; 
Blake Attends New York Meeting 


Provmwence—William H. Blake, asso- 
ciate secretary of the N. E. Manufac- 
turing Jewelers and Silversmiths Asso- 
ciation, went to New York during the 
week-end of March 18 to attend the 
meeting of the Jewelry Publicity Com- 
mittee at which plans for the 1939 drive 
were discussed. 

Mr. Blake attended the meeting as the 
representative of the association’s com- 
mittee which consists of the following: 
Frederick A. Ballou, Jr., B. A. Ballou 
& Co., Ine., at large; Gottlob Armbrust, 
Armbrust Chain Co., chain manufactur- 
ers; Joseph F. Rioux, Bliss Bros. Co., 
compacts, cigarette cases; L. G. Balfour, 
I. G. Balfour Co., school and college 
jewelry; Edgar E. Baker, W. R. Cobb 
Co., findings manufacturers; Earl H. 
Ashley, E. H. Ashley Co., Ine., stone 
importers; Archibald Silverman, Silver- 
man Bros., syndicate group; Arthur 
Kaplan, Louis Stern Co., watch brace- 
lets; Fred A. Bullock, Dolan & Bullock, 
men’s jewelry; Edgar M. Docherty, 
Wm. C. Greene Co., gold jewelry; Ralph 
I.. Griffith, R. L. Griffith & Son Co., gold 
filled and rolled gold plate jewelry; 
Raymond L. Wells, Wells Mfg. Co., gen- 
eral, and Clarence M. Dunbar, Cook, 
Dunbar, Smith Co., rolled gold plate 
manufacturers. 
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Henry Coley, of Henry’s, Roxboro, 
N. C., has been visiting the Baltimore 
market. 


J. S. Kreeger of Chestertown, Md., 
visited the jewelry district of Baltimore 
last month. 

Mrs. H. A. Dodge, of Fairmount, 
W. Va., has fitted her jewelery store up 
with new fixtures. 

W. W. Taylor, of Herndon, Va., was 
one of the out-of-town visitors of the 
Baltimore market March 15. 


Harry Baumwohl, of the U. S. Jewelry 
Co., Baltimore, is one of the vacation- 
ists spending a season in Florida. 

James Levi, of Leon Levi, Baltimore 
jeweler, who was recently married, is 
honeymooning with his bride at Holly- 
wood, Fla. 


A new front of black carrara is being 
constructed for the Cotham Jewelry Co., 
of which W. H. Cotham is proprietor, in 
Columbia, Tenn. 


Harry E. Baumohl, a principal of the 
U. S. Jewelry Co., wholesale jewelers at 
Baltimore and Liberty Streets, Balti- 
more, has been spending several weeks 
in Miami enjoying the Florida sunshine. 

Ned Cohen has fixed the opening of his 
new store at Greensboro, N. C., for 
March 30. The establishment has been 
equipped with new fixtures, novel light- 
ing effects and attractive display cases. 

The Baltimore colony of jewelers find- 
ing rest and recreation in Bermuda in- 
cludes Mr. and Mrs. Millard Braun and 
Mr. and Mrs. Bernard Heller. The 
Hellers made the trip from Baltimore 
by the Bermuda Clipper. 

A two-story building at 14th and 
Montgomery Streets, St. Louis, Mo., will 
be remodeled to be the new home of the 
jewelry business of Stone Bros. Jewelry 
Co., now located at 2706 N. 14th Street. 
Stone Bros. have three other St. Louis 
stores. 

The latter part of the winter had no 
icy chill for Ferdinand Kohner, of Max 
Kohner, wholesale jewelers at 104 W. 
Fayette Street, Baltimore, who with Mrs. 
Kohner made an extended trip to Cali- 
fornia, Mexico, the Panama Canal and 
Havana. 

Thousands of people visited the new 
store of Kingoff’s in Wilmington, N. C., 
on March 7. Ben Kingoff, owner and 
manager, reported that more than 10,000 
registered for the attendance prize and 
received opening day souvenirs. Air-con- 
ditioning kept down the humidity. 

Jay J. Engel, of J. Engel & Co., Bal- 
timore wholesalers, left March 18 on a 
tour of both sides of South America. He 
was accompanied by his wife, and the 
travelers expected to be gone four 
weeks. The voyage was undertaken en- 
tirely for recreation and sightseeing. 

T. Albert Potter, president of the El- 
gin National Watch Co., Chicago, paid a 
visit recently to the Monumental City 
and called on some of the jewelers. He 
pronounced the special drive put into ef- 
fect to stimulate selling Elgin watches 
at a special price a decided success. 

Purchase of the Jaffe Jewelry Co., one 
of the oldest jewelry establishments of 
Birmingham, Ala., by A. B. Tenenbaum, 
was announced March 11. Mr. Tenen- 
baum, who has been in the jewelry busi- 
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ness in Birmingham 15 years, will be ac- 
tively in charge. The entire personne] 
will be retained. 

S. S. Strouse, of J. Engel & Co, 
wholesale dealers in Baltimore, and wife 
are spending a season at the Kawama 
Beach Club, in Varasers, Cuba, on a 
vacation trip. Mr. Strouse, who was 
recently transferred from the home office 
to the road, is accumulating energy for 
his business trips. 

J. Herschel Cothran, Sr., 59, Memphis 
watchmaker with offices in the Messick 
Building, died recently following a heart 
attack while at work. He owned and 
operated a jewelry store in Covington, 
Tenn., before coming to Memphis. His 
son, J. H. Cothran, Jr., was associated 
in business with him and will continue 
the work. 

H. Armin Maier, Jr., of Maier & 
Berkele, Inc., Atlanta, has returned 
from a three weeks’ trip to San Fran- 
cisco, where he attended the mid-year 
convention of the A.N.R.J.A. as official 
delegate from the Georgia R.J.A. Mr. 
Maier is president of the Georgia asso- 
ciation and an active member of the At- 
lanta Jewelers’ Guild 

The Chattanooga Guild of the Ten- 
nessee Watchmakers’ and Jewelers’ Asso- 
ciation recently held its annual meeting 
and banquet at the Park Hotel, Chatta- 
nooga. S. George Cochran, of Nashville, 
former president of the association, 
spoke. The annual meeting of the Ten- 
nessee Watchmakers and Jewelers As- 
sociation will be held in Nashville in 
May. 

Ecker’s, 439 N. Liberty Street, Win- 
ston-Salem, N. C., will begin work im- 
mediately to enlarge the store to almost 
double the present size. It will be com- 
bined with one formerly occupied by a 
market next door. There will be a sep- 
arate radio department with a full time 
service man; a china and giftware de- 
partment, and an enlarged silverware 
department. 

The Timms Jewelry Co., which has 
been located for a number of years next 
door to Rich’s, Inc., on Broad Street, 
S.W., Atlanta, is moving into a new lo- 
cation in the Peachtree Arcade Build- 
ing. It will be located on the Broad 
Street side of the Arcade, on the oppo- 
site side of the entrance from the Time 
Shop and the shop of A. G. Summer. 
The company is one of the oldest in 
Atlanta. 

Schneider & Son, Atlanta jewelers, 
have signed a five-year lease on the 
property next door at 111-113 Peachtree 
Street and will move into their new lo- 
cation after extensive alterations. The 
new store will be double the capacity of 
the old one at 109 Peachtree Street, and 
will be fitted out as one of the finest re- 
tail jewelry stores in Atlanta. Both 
R. C. Schneider and Rudy Schneider 
have acted as presidents of the Georgia 
Retail Jewelers’ Association. 

George W. Heffernan, who has been 
in the jewelry business in Memphis, 
Tenn., for 28 years and formerly dia- 
mond buyer for George T. Brodnax, Inc., 
has opened a jewelry store at 79 S. Main 
Street, that city, under the name George 
W. Heffernan, Jeweler. The building oc- 
cupied has been completely remodeled 
and a modernistic front. The front is 
of rose-colored Belgian marble and 
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satin-finished chromium with a rose and 
blue color scheme on the inside. 

J. Engel & Co., Baltimore wholesalers, 
at Baltimore Street and Hopkins Place, 
are looking back with satisfaction upon 
substantial gains in the volume of busi- 
ness. They say the first two and a half 
months of the new year showed a sub- 
stantial increase over the corresponding 
period of 1938, and the outlook is re- 
garded as very encouraging. Just now 
something of a lull is being experienced, 
but this is expected to end with the ad- 
vent of Easter buying, June weddings, 
and other seasonal stimuli. The call has 
been fairly general, with no special di- 
vision singled out for exceptional atten- 
tion. 

W. P. Chenault, of Memphis, Tenn., at 
home after a year spent in South Africa, 
recently described to a newspaper re- 
porter the sensation of holding $3,000,- 
000 worth of diamonds in his hands and 
of a visit to the diamond mines near 
Johannesburg. Concerning this area of 
South Africa, Mr. Chenault said: “The 
gold mines are running full blast, and 
the price of gold is so high that they are 
even finding it profitable to work the 
old dumps at the mine. The diamond 
mines are also picking up. While I was 
there one order of diamonds from the 
United States put 200 diamond cutters 
to work in Johannesburg and 60 in Kim- 
berly. The order totaled several million 
dollars.” 





GOFF HAS 4 STORES 

Tampa, Fra.—When the Tampa Daily 
Times published its 46th annual edition 
devoted to the story of “Tampa, Flor- 
ida’s No. 1 economic opportunity,” it 
devoted an entire page to the life story 
of G. Dewey Goff, who nine years ago, 
in the depths of the depression, estab- 
lished the Goff Jewelry Co. in Tampa. 

Today there are four modern, well- 
stocked Goff stores at 812 Franklin 
St., this city; 109 E. Main St. Lake- 
land; 341 Main St., Sarasota, and 460 
12th St., Bradenton. 


and the SOUTH _| 


HEADS GEO. T. BRODNAX, INC. 





Albert R. Erskine, who 35 years ago went to 
work as a cashier for George T. Brodnax, Inc., 
Memphis, Tenn., and has now been elected presi- 
dent of the firm, succeeding George T. Brodnax, 
son of the founder, who died Feb. 4. At the 
time of Mr. Brodnax’s death, Mr. Erskine was 
vice-president and manager of the mail order 
department, which constitutes a large part of 
the business. Mr. Erskine is a Rotarian, a mem- 
ber of the Memphis Chamber of C ce and 
an elder in Idlewild Presbyterian Church. His 
hobby is golf. S. H. Cayce was named vice- 
president and J. Talmage Orr continues as 
secretary-treasurer. 














Georgia Jewelers Will Converge 
Upon Atlanta April 26-27 


Attanta, Ga—The 20th annual con- 
vention of the Georgia R.J.A. will be 
held in Hotel Ansley, Atlanta, April 26 
and 27. In addition to an interesting 
business program, there will be a golf 
tournament at the Black Rock Country 
Club, a dinner-dance in the hotel’s roof 
garden, and two mid-day luncheons 
served visiting jewelers. Among the 
speakers will be Paul Monohon, Alvin 
Magnon, H. A. Maier, Jr., president of 
the association, and L. S. Gilbert, of the 
Atlanta Credit Exchange. 








NEW YORKERS FIND TIME FOR 





While Jacob Mehrlust waits for a red 
snapper to take a bite at the bait, Meyer 
D. Rothschild, in a philosophical mood, 
takes in the beauty of the Florida waters 
from the deck of the fishing boat in 
which these two prominent New Yorkers 
together with Joseph Frank and Otto D. 
Wormser, also of New York and well 
known to the jewelry trade, spent a 
great deal of time during the last of 
February and the first weeks of March. 
This was about the 25th annual pilgrim- 
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REFLECTION IN THE EVERGLADES 











age of these Waltonians of the jewelry 
trade to the Everglades, but this year 
they were missing their comrade, Sig- 
mund Cohn, who was detained in the 
metropolis. Mr. Mehrlust reports that 
their catches were very satisfactory this 
season. The last to leave Florida was 
Mr. Rothschild, who found the sun the 
best sort of medicine in his convalescence 
from a recent siege of pneumonia. He 
was joined by Mrs. Rothschild, who 
found great pleasure in bridge. 
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in name only. Com- 
pare weights, sizes and 
prices. 
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GET AHEAD! 
Learn to be a skilled 
watchmaker 


e Excellent positions are always 
open to expert watchmakers! Get 
your training now at famous Elgin 
Watchmakers College, sponsored by 
Elgin National Watch Company. 
Learn craftsmanship and shop rou- 
tine under competent instructors. 
Limited enrollment. Moderate tui- 
tion. Write Dept. G-5 for full infor- 
mation. 


ELGIN WATCHMAKERS COLLEGE 
E. L. Schmidt, Registrar Elgin, Il. 
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DIAMOND CUTTING 


Re-Cutting Price Net—Special 
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Estimates Furnished 
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Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.WellsSt. 


CHICAGO. ILL. 





C. L. Baker, formerly of Whiting, 


| 
| Ind., recently opened a new store in 
( 


‘rown Point, Ind. 

Walter Mayer, of Wallenstine-Mayer 
Co., Cincinnati, spent several days in 
Chicago last month on business. 

Charles Jahrus, of A. A. Jahrus & 
Son, spent the month of March in Flor- 
ida accompanied by his mother and sister. 

Julius Jacobs, of D. Jacobs Sons Co., 
Cincinnati, attended to business and 
visited friends here during March. 

H. C. Van Pelt, of F. H. Noble & Co., 


and Mrs Van Pelt have returned from - 


an extended visit to vacation resorts of 
Florida. 

i. S. Heller, Gemex Mfg. Co., and 
Mrs. Heller, returned last month from 
an extended visit to Mexico City and 
environs, 

Harley Noyes, Oneida Ltd., visited the 
trade and his son in Chicago briefly last 
month while making a short business 
trip to cities of the Middle West. 

Howard Schaeffer, vice-president and 
director of sales for Elgin National 
Watch Co., spent 10 days at the New 
York office last month visiting the trade 
there. 

Howard Seebeck, representative for 
Armbrust Chain Co., and Carl-Art, Inc., 
returned from Florida last month with 
Mrs. Seebeck after a sojourn of three 
weeks. ‘ 

Austin Clark, president of A. C. Beck- 
en Co., returned with his family last 
month from St. Petersburg, Fla. Mr. 
Clark spent considerable time while there 
at the Becken office in Tampa. 

The Bulova Watch Co. offices in Chi- 
cago, where Lou S. Shoen and Michael 
Kloville make headquarters, have been 
moved from the eighth floor of the Pitts- 
field Building to suite 701 of the same 
building. 

Albert Moss, representing Samsan 
Co., Ross Jewelry Co. and Teitlman- 
Dansinger, is expected to return to Chi- 
cago about April 1, after spending sev- 
eral weeks in Florida accompanied by 
Mrs. Moss. 

M. Y. Finkelman, diamond dealer and 
appraiser, who has been located in room 
1114 Heyworth Building, has recently 
leased room 1119 of the same building 
and fitted up a large and efficient office 
and salesroom. 

A. Newmark, operator of credit jew- 
elry stores at 1607 W. Chicago Ave., 
and in Oak Park, IIl., together with 
Mrs. Newmark, spent part of February 
and March in Mexico City and other 
cities of Mexico. 

Lloyd Lower, formerly in retail busi- 
ness in Cedar Rapids, Ia., has again en- 
tered business, opening a new store at 
208 Second St., S. E., of that city in the 
location occupied by the Sam Lee store 
until a few weeks ago. 

Ernest H. Trude, for several years 
with the Elgin National Watch Co., at 
Elgin, and during recent years associated 
with retail stores in Milwaukee, has re- 
cently established his own business at 
3312 W. North Ave., Milwaukee. 

Arthur Manheimer, Manheimer Watch 
Co., president of the National Wholesale 
Jewelers Association, has just returned 
from a month sojourn in Mexico City 
and other cities of interest in Mexico. 
He was accompanied by Mrs. Man- 
heimer. 
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The many friends of James H. Ber 
were grieved to learn of the sudden 
death of Mrs. Berg, March 14. Mr. Berg 
has spent many years with wholesale 
jewelry houses in Chicago and for the 
past several years has represented Benj, 
Allen & Co., in Illinois and Missouri. 

At a special meeting of the members 
of the Jewelers’ Club in their headquar- 
ters in the Pittsfield building on March 
13, Fred Haller, representative for Wil- 
liam C. Greene Co., Providence, was 
elected treasurer to succeed Myron J, 
Kelly, Rogers, Lunt & Bowlen Co., who 
was elected at the annual meeting but 
found business duties prevented him 
from serving. 

The regular monthly luncheon meeting 
ot the Chicago Jewelers Association was 
held in the Hotel Sherman, March 16, 
with president John G. Leiner presiding. 
After abrief business session, Mr. Leiner 
paid a tribute to the memory of William 
Schlossman, recently deceased, who served 
many years as chairman of the Good and 
Welfare Committee, and requested the 
members to stand in silent tribute. The 
session closed with 30 minutes of enter- 
tainment by William Bob Smith. 

March 10 was the formal opening day 
for Emil Braude & Sons in their newly 
arranged and decorated quarters on the 
third floor of the Heyworth building. 
Their offices and salesrooms are now 
among the brightest, most attractive and 
efficient of the wholesale jewelry places 
in the trade. The main entrance is to 
the jewelry and watch department. The 
material department is in a separate 
room connected with the main part by a 
large archway. The optical department 
has a separate entrance but is accessible 
from the main offices. 

Theodore Haviland, one of the best 
known manufacturers in the imported 
china field, has leased a permanent sales 
and display room in Space 1550, The 
Merchandise Mart. The new showroom, 
the first display room other than the 
New York office in the Haviland Build- 
ing, is being opened on the 100th anni- 
versary of the founding of the company. 
Bert Donaldson, who has been with the 
New York Haviland office for the past 
15 years, will be in charge of the Chicago 
showroom. Special fixtures, of a con- 
temporary nature, will be used for the 
display room. 

The annual meeting of the Fraternal 
Association of Chicago Jewelers was held 
at 10 S. Wabash Ave., March 4, when 
the following officers were elected: A. B. 
Pinero, Le Stage Mfg. Co., president; 
KE. S. Heller, Gemex Co., vice-president; 
John G. Leiner, Benj. Allen & Co., sec- 
retary-treasurer, and directors, Daniel 
Newman, D. E. Newman, Inec.; Frank 
Hellinger, R. & J. Hellinger Co; J. F. 
Friedland, Hart Jewelry Co.; and F. E. 
Bleuher, R. Wallace Mfg. Co. Most 
favorable reports were received from 
Mr. lTeiner as treasurer. No deaths 
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WATCH REPAIRING 
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ere reported since the last meeting. It 
bins announced that again this year there 
would be no dues colleeted from mem- 


= Tollcke and Robert Huber, both 
of whom have been associated with the 
manufacturing department of Spaulding- 
Gorham, Inc., for many years, have pur- 
chased the business of Sam Hornstine 
on the 11th floor of the Heyworth Build- 
ing and will continue the business. Mr. 
Huber is a son of Robert H. Huber, 
retail jeweler at 2842 Lincoln Ave. Mr. 
Hornstine, who has operated the plati- 
num and gold manufacturing business 
for the past 30 years, left last month 
for California. He and his family will 
visit in Florida and Mississippi en route. 
Albert Brendt, manufacturing jeweler, 
associated for several years with the S. 
Hornstine business, is now associated 
with H. Weiner & Co., in room 1309 of 
the Heyworth Building. 

Thomas J. Noonan died suddenly en- 
route to the hospital after suffering a 
heart attack in his home the afternoon 
of March 15. Mr. Noonan was confined 
to his home with the flu the previous week 
and suffered a relapse after coming 
downtown ‘Tuesday. 

Mr. Noonan, who was born in Chicago 
Feb. 23, 1894, has been associated with 
the jewelry business as manufacturer’s 
representative for many years, with 
Ostby & Barton for the past 17 years. 
He was active in fraternal work and all 
organizations of the trade. He had been 
a member of the Golden Roosters from 
the year of its organization and his term 
as president of the Fraternal Association 
of Chicago Jewelers expired March 4 this 
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are watches of quality— 
electrically timed and 
cased under strictest su- 
pervision in our Chicago 
shops. 

Complete Catalogue in 
Colors Just Issued. 





A request on your letter- 
head will bring your copy 
and full particulars on 
how you can secure a 


Phalor Watch franchise 


for your city. 


PHALOR WATCH CO. 


Paul Rosenberg, Mer. 


5 So. Wabash Ave. Chicago 








PEARLS FIT FOR A QUEEN... 


From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 





/) Imperial Pearl Syndicate 
58 607 Fifth Ave. New York 
5 Ne. Wabash Ave. Chieage 
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Boston Selected 
By Wholesalers 


For ’39 Convention 


Although no official announcement 
was made to the trade by the time this 
was being written, late last month, it 
was learned from an_ unimpeachable 
source that the 32nd annual convention 
of the National Wholesale Jewelers As- 
sociation will be held in Boston early in 
June. 

This is the first time the wholesale 
jewelers will meet in the “bean” city, 
although they have convened in Provi- 
dence on many occasions. The Rhode 
Island city was finally eliminated as the 
1939 convention city by a recent vote of 
the executive committee. 

An attendance of from 150 to 200 
wholesaler members can be expected. 

Plans for the convention program are 
still in a formative state. 

Officers of the association are Arthur 
Manheimer, Chicago, president; Lloyd 
G. Pattee, Minneapolis; Arthur P. Care, 
Los Angeles, and Harold Alberts, Bos- 
ton, vice-president, and George A. Fern- 
ley, Philadelphia, secretary. 


Washington State R. J. A. 
To Convene in Spokane 


Spokanrt, Wasu. — The Washington 
State R.J.A., of which John Penn Fix, 
this city, is president, will hold its an- 
nual convention in Spokane, April 23, 
24 and 25. Sessions will be held in the 
Hotel Davenport, Spokane’s leading 
hostelry. 

Spokane jewelry stores by virtue of 
their improvement programs will be 
more magnificent, more modern, and 
real “object lessons” and examples in 
this progressive community, which has 
been consistently one of the “white spots” 
on national sales managers’ maps. 

Dr. W. J. Hindley, secretary, is pre- 
paring a program that should be a great 
source of inspiration. Much credit for 
the outstanding success of Washington 
conventions must go to “Doc” Hindley, 
regarded as “the grand old man” of re- 
tail jewelry stewardship in the state, 
and an earnest worker and zealous 
guardian of the legislative interests of 
the jewelers. Passage of a second-hand 
watch law at the current session of the 
state legislature was due to the untiring 
efforts of Dr. Hindley and Simon Bur- 
nett, Seattle jeweler and past president 
of the retail body. 





19 NEW ELGINS FOR MEN 


In response to growing demand for 
a moderately-priced 15-jewel watch for 
men, the Elgin National Watch Co. has 
just announced the appearance of seven 
new 15-jewel Elgin “Lancers,” to sell 
for $29.75. Twelve other important ad- 
ditions to the line, including three new 
21-jewel Lord Elgins, are now ready for 
distribution. 

Four of the “Lancers” are 8/0 size; 
three are 18/0 size. The Lord Elgins 
are 8/0 size. 

The other new models include two 
new “Crusaders,” one of -which is a 
flexible lug model, advertised nationally 
as the Elgin “Flexon.” Both of these 
watches are 8/0 size, contain 17 jewels, 
and sell for $37.50. 
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[ WHERE TO BUY | 





WATCH DIALS 
REFINISHED 


: RESTORING 
A +f- e Y f) . <P 

yal dd Lf G & Le LALLY 
ESSENTIAL TO THE MODERN WAT 


W411 oil) Vanee) 1-6 


Heyworth Bidg., Chieago, til. 


rs al 


Allen Bidg. 
315 W. Sth St. 

= ‘Les Angeles, Caiff. 
Pittsburgh, ‘Pa. Seaboard Bide. 
" Seattle, Wash. 





220 Bagley Av., Detreit 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 














A MILLION DOLLARS 


of discontinued sterling and silverplated 
flatware is laying idle in Jewelers’ cases. 
We will help you dispose of it at 50% of 
the retail price—Rush us ys list of all 
pieces—We sell at 75% of retail price. 


SILVER STATE EXCHANGE 
Box 695, Colorado Springs, Colo. 











Acme WATCH CO. 


5S S.WABASH AVE. CHICAGOILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 1) 2 








Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 
12 or 16 size Huntin 


BOTVLYD YO GNIS a” 








73, $1.75 — 153, $2.7 
12 Size Open Face THE PRICE OF 
73, $2.25 — 153, $3.25 | NEW MATERIALS 
1S gui OWE, eee 
-Mte. Ela. Wheels, pinions, 
tg. Elg., i. ' 
4, 78e : 15), $1.25 pallet forks, — 
18 size O.F. Elg., Wal. for all watches. 
Balas cig. Wal. Hig, | Send sample of 
73, 75¢ — 154.” $1.35 what you want! AR 
L - OF ova Guaranteed! Remit 
+ Piety ope — only if satisfactory. 

















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


DIAMONDS 


PITTSBURGH 


818 LIBERTY AVE., 





















GOLD and SILVER 


Scrap and Wastes 


PURCHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the —. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 























“VERNON-BENSHOFE CO. ' 
933 Ridge Ave. Pittsburgh, Pe. 

















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG.CO. 


602 Clark Bidg., Pittsburgh, Pa. At. 7723 











_ PITTSBURGH 


Frank G. Wengler, Sharon, Pa., 
jeweler, was a recent visitor. 

Mr. and Mrs. S. H. De Roy are spend- 
ing a few weeks at Hot Springs, Ark. 

Lawrence Fiscus, New Kensington 
jeweler, has recovered from a recent op- 
eration. 

The Karp Jewelry Co. has opened a 
store in the Colwell Bldg., Kittanning, 
Pa., under the management of R. Karp. 

Ed Kennerdell, Tarentum, Pa., re- 
tailer, recently celebrated his 75th birth- 
day. He is still confined to his home due 
to illness. 

Paul S. Hardy, president of the Hardy 
& Hayes Co., flew to Sea Island, Ga., 
March 18 to remain several weeks with 
his family. 

J. Harvey Wattles, president of W. W. 
Wattles & Sons Co., has returned to his 
home in Washington following a brief 
Pittsburg visit. 

Herbert’s Jewelry Co., managed by 
H. Shook, has completed plans for re- 
modeling its store at 301 Diamond 
Street. More efficient arrangement is one 
object of the renovation. 

Pittsburgh jewelers, members of the 
Florida colony, are gradually drifting 
back to town. Those returning include 
William J. Kappel, Sr., Sam E. Hall, 
Jack Gerson of New Castle; Herman 
Eger, Aliquippa, and Sam Goodman, 
McKeesport. 

David Weis, trading as David Weis & 
Co., expects to open his new wholesale 
jewelry house April 15 at 1101 Clark 
Bldg., this city. Associated with him 
will be his brother, Saul. For many 
years they were identified with Grafner 
Bros. of this city. They will handle a 
general line of merchandise. 

Thad B. Reese recently opened his 
own jewelry store at 128 Market Street, 
Johnstown, after serving as manager for 
several local jewelry stores over a pe- 
riod of many years. Mr. Reese is a grad- 
uate of the Philadelphia College of 
Horology. He now specializes in repair- 
ing, diamond-setting and engraving. 

Notice has been given to the trade that 
the partnership formerly consisting of 
Emanuel Grafner and David Weis, 
known as Grafner Bros., was dissolved 
on Feb. 28 and the business will be con- 
tinued by Emanuel Grafner at 818 Lib- 
erty Avenue. As of March 1, William 
T. Grafner, son of Emanuel Grafner, 
has been admitted to partnership in the 
firm of Grafner Bros. James J. Gluck, 
who has been connected with the jewelry 
business for many years, has been added 
to the sales department. 





THE SAMUEL WE 





NHAUS COMPANY 


DISTRIBUTORS OF NATIONALLY KNOWN MERCHANDISE 





ELGIN 


ANNIVERSARY WATCHES 
UNTIL MARCH 18th 


19.75 


STOCK NOW AVAILABLE 





ELECTRICAL APPLIANCES 
MIXMASTER 


TOASTMASTER 
SHAVEMASTER 
FADA RADIOS 
THE SEASON'S FASTEST SELLING LINE 1.00 COSTUME JEWELRY 


MERCURY 


NEW CANDID CAMERA 
BY "UNIVEX" 


25.00 


OTHER MODELS 5.95-7.50 








THE MOST DIVERSIFIED LINE IN THE TRI-STATE DISTRICT 








720-722 PENN AVENUE 





PITTSBURGH, PENNA. 
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| Western Pennsylvania R. J. A. 


Gets Charter; Starts Drive 
For 135 More Members 


PrrrssurcH—Judge John P. Egan pre- 
sented the charter of the Retail Jewelery’ 
Association of Western Pennsylvania to 
the membership at a meeting in the 
Roosevelt Hotel, this city, March 20, in 
the presence of more than 100 jewelers, 
A charter dinner will be held at a later 
date and for which elaborate plans are 
now being made. 

According to President Leonard D, 
Helfer, the association now has 165 paid 
members and this is expected to increase 
to more than 300 within the next few 
months. Headquarters of the association 
are in the offices of Attorney Herman 
M. Hollander, Plaza Bldg., who is di- 
recting activities. 

In addition to the above officers, the 
association announces the election of the 
following: First vice-president, John C, 
Grau; second vice-president, Lynford A. 
Keating; third vice-president, D. H. 
DeNardo, Braddock; treasurer, Herman 
J. Crown, New Kensington; financial 
secretary, William J. Brosnan. Directors 
are: Paul S. Hardy, John M. Roberts, 
III, Gus Bastheim, D. S. Mallinger, Carl 
Cuda, William J. Kappel, Sr., and Phil- 
lip B. Krauss, all of Pittsburgh; John 
S. Lutz, Uniontown; J. Mandel, Turtle 
Creek; Irving Mur, Wilkinsburg; Martin 
S. Morrow, McKeesport; Lawrence A. 
Fiscus, New Kensington; Max Wolfson, 
Homestead; Harry Suttin, Carnegie; 
I. Kirschbaum, Duquesnue; D. M. Rhea, 
Greensburg; FE. H. Kennerdell, Taren- 
teum; David Eger, New Kensington; 
Jack Gerson, New Castle, and Robert 
O. Crawford, Butler. 

The legislative committee, to which 
two additional members will be named, 
includes Paul S. Hardy, chairman; John 
M. Roberts, IIT, and William J. Kap- 
pel, Sr. 





All Exhibit Space Is Sold 
For U. H. A. Pittsburgh Convention 


PrrrssurGH—Plans are progressing fa- 
vorably for the fifth annual convention 
and exhibit of the United Horological 
Association of America at the Roosevelt 
Hotel, May 14-17, according to Philip J. 
Sommer, national chairman of this city. 
All of the exhibit space has been sold 
and the technical program is shaping up. 

Meeting at the same time will be the 
Horological Association of Pennsylvania, 
which, in itself, is expected to draw 200 
members. Mr. Sommer, who is chairman 
of both meetings, says that it will be one 
of the largest gatherings of horologists 
ever held. 

Sunday morning, May 14, will be taken 
up with registration and directors’ meet- 
ings. The program will open that after- 
noon with an address by William H. 
Samelius, director of the Elgin Watch- 
makers’ College. Other speakers during 
the four-day conference include J. Frei- 
stadter, superintendent of the Waltham 
watch factory, and George W. Feldman, 
president of the Fulcrum Oil Co., Frank- 
lin, Pa. 

The meeting will close with a banquet 
the night of May 17 for which 500 res- 
ervations have been made. 
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OBITUARIES 


F. MARTIN, 51, secretary of 
Pe adh Jewelry Co., Peoria, Ill, died 
recently after a lengthy illness. A skilled 
craftsman, Mr. Martin was first em- 
loyed by the Bahni Jewelry Co., which 
a8 later succeeded by the Peoria Co. 

FRANK MALTRY, SR., 84, who had 
been in the jewelry trade for about 65 

ears, and was actively associated with 
his four sons in the firm of Maltry Bros., 
120 Baronne St., New Orleans, died 
March 7, after a year’s illness. He re- 
tired two years ago. 

GEORGE FLAD, 77, was a victim of 
a heart attack, March 1, in his Hicks- 
ville, N. Y., store. 

MAX GROSS, 70, president of Max 
Gross, Inc., jewelers at 616 W. Wiscon- 
sin Ave., Milwaukee, Wis., died Feb. 16. 

HENRY STEIRMAN, Athens, Texas, 
jeweler, died March 17, in a Dallas, 
Texas, hospital, as a result of an in- 
fected tooth. 

HOLLIS S. HOWE, 68, for 42 years 
a jeweler at Concord, Mass., died March 
16. He had a number of Masonic and 
religious affiliations. 

MILTON HEYMAN, who was in the 
jewelry trade for a quarter of a century, 
with his last place of business at 12 John 
St., died Sunday, March 19, at his resi- 
dence in Bayside, L. I. Mr. Heyman, 
who conducted a_ personalized retail 
business at 12 John St., was confined to 
bed since December. He was aged 60 
years. 

WALTER H. KIPP, 46, partner of 
Reagan, Kipp Co., jewelers, 162 Tremont 
Street, died at a Providence hospital, 
March 19. Mr. Kipp became ill two 
weeks before while on a business trip to 
Providence. He was born in Boston and 
entered the jewelry business with Ed- 
mund Reagan 22 years ago. His wife 
and two sons survive. 

HARVEY S. TOWNSEND, 51, for many 
years associated with Heeren & Co., died 
at his home in Swissvale, Pittsburgh sub- 
urb, March 15. During the war he 
served in the Eighteenth Division and 
was wounded in France. 

GEORGE EDWIN ELICKER, 57, a 
jeweler in Harrisburg, Pa., for 37 years, 
died March 11, at his home. He is sur- 
vived by his widow, two sons and a 
daughter. 

ALBERT J. FRANK, 48, sales mana- 
ger of the Warren Telechron Clock Co., 
of Ashland, Mass., died at his home in 
Framingham, March 19. 


CHARLES A. BENNETT, designer 
for Oneida Ltd., since 1916, and for 19 
years previous to that time designer for 
Reed & Barton Co., Taunton, Mass., died 
Feb. 28 at his home in Oneida, N. Y. He 
was a native of Concord, N. H. 

CONRAD A. BLEIWEISS, 68, re- 
tired jeweler of Newark, N. J., died of 
a heart attack, March 11. Prior to his 
retirement 10 years ago he operated a 
jewelry factory on Chestnut Street and 
a store on Springfield Avenue. 


WALTER A. INGRAHAM, 83, 
chairman and former president of E. In- 
graham Co., clock manufacturers, died 
Feb. 24 in St. Augustine, Fla. The de- 
ceased was the grandson of Elias In- 
graham, founder of the concern. 

ISADORE LEVIN, 53, Tulsa, Okla., 
jeweler, died March 7, following a long 
illness. 

AUGUST P. POHNDORF, SR., 
founder of Pohndorf’s, Denver, Colo., 
jewelry store, died Feb. 28. 
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THE FORMATION OF DAVID WEIS & COMPANY 
A NEW PITTSBURGH WHOLESALE JEWELRY HOUSE 


FEATURING extensive lines of loose and mounted diamonds, 


platinum and gold mountings, wedding rings. 


Authorized distributors of Swank Jewelry for Men, and 
Ronson products, as well as lines of general jewelry with merit. 


ALLL jewelers in the Pittsburgh trading area are invited to visit 
our new quarters on and after April 15, when our stock will be 
ready for inspection. You will be favorably impressed with the 


quality and extent of our merchandise, 


DAVID WEIS & COMPANY 


Wholesale Only 
1101 Clark Building Pittsburgh, Pennsylvania 
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1914 1939 Here’s a profit maker 


a OTH = -. Protects against 


ANNIVERSARY | SILVER TARNISH 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 

to display constantly. It is 


SPELLS ay 7 

approv y Good House- 

tisfacti to our | keeping Institute. It is advertised in 

S ya ee “0 Good Housekeeping. To assist your sales, 

thousands of policyholders you get 7 kinds of merchandising assis- 

throughout the United States | tance, including displays, folders, advertis- 

ing and publicity. This is why there is 

and Alaska. a good turnover and profit in this tarnish- 
protector. 





@ Housewives buy Pro- 
Tex-Sil because it saves 
time and work and keeps 
silver looking beautiful. 
This means that Pro-Tex- 
Sil is a good item for you 


If you are not yet one of our 


policyholders, in justice to WRITE FOR FREE SAMPLE 
yourself, you should inquire 


a . See for yourself why jewelers and silver- 
snedadion:..om smiths use Pro-Tex-Sil; and why they find 

it a profit maker. With your sample we 
N eee O WN A will send details of our Special Merchan- 


(MSMR SEEPEBGE| ising Offer. Write today to Welmaid 
me | UAL 


Mfg. Corp., Dept. 412, 5852 Broadway, 
Chicago. 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILDING PRO-TEX-SitL. 


Nt Cee | = ADVERTISED IN GOOD HOUSEKEEPING 
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DIAMOND CUTTING 
expert work ... fast service 


DRE) cshewnd se eeenee $ 9.00 per carat 
10.00 per carat. 
11.00 per carat 
12.00 per carat 
... 14,00 per carat 
; ... 16.00 per carat 
RE Sarna 18.00 per carat 

4 SEE. cacwuse «scan 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 











Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell. 

Jewelry - ° + + = *Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 


ONLY $4.00 
EA. KEYSTONE 
_, Five Different Shapes 
; f . Available, Including 
=~ | Heart Shape. Send fer 


" <5 Selection Today. 
S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 











FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 

















Albert Sauer, Kon-Ite and leather 
strap manufacturer, returned from a six 
weeks’ trip through the Panama Canal. 

Cincinnatians recently returned from 
a sojourn in Florida are: Lawrence 
Herschede and family, Max and Jack 
Getzug, Al Wallenstein and Sam Savin. 

Edward Herschede, Jr., and Walter 
Stenger of Frank Herschede Co. and 
George Qarren and Dave Shaw of the 
George H. Newstedt Co. are all back at 
work after a slight attack of the “flu.” 

Announcement of the engagement of 
Margaret Suzanne Gruen, daughter of 
Mr. and Mrs. Fred G. Gruen of this 
city, and Dr. J. J. Longacre, IV, of Al- 
lentown, Pa., was made recently. The 
wedding will probably be held in Octo- 
ber. Mr. Gruen is chairman of the board 
of the Gruen Watch Co. 

Jack A. Getz, president of the jewelry 
store bearing his name at Sixth and Vine 
Streets, was married to Miss Ruth 
Stark at Miami Beach, Fla., in February. 
The bride is the daughter of Mr. and 
Mrs. Lew Stark of Miami Beach. The 
honeymoon took in a South American 
tour. The couple will be at home in the 
Queen City early in April. 

I_ouis Hummel, Sr., celebrated his 80th 
birthday, March 17, and also attended 
the dinner of the “Friendly Sons of St. 
Patrick” at the Netherland Plaza Hotel. 
A jewelers’ table was made up at the 
Irish celebration but the only real Gael 
in the group was George E. Brown, 
president of the Town Criers. Others 
were Louis F. E. Hummel, Louis J. 
Hummel, John A. Gerwe and J. Charles 
Hummel. 

Henry Von Unruh, president of the 
Ohio R.J.A., headed a jewelers’ table 
at a recent party at Hotel Alms, here. 
The party was given by the Walnut 
Hills Business Men’s Club in which Von 
Unruh takes an active part. In_ the 
crowd were: Mr. and Mrs. Von Unruh, 
Mr. and Mrs. August Newstedt, Mr. and 
Mrs. Louis Noelke, Mr. and Mrs. Cherry 
Fisher, Miss Helen Koch, Leo Hoffer 
and J. Charles Hummel. 

William Raterman, former Cincinna- 
tian and now associated with Ewing 
Brothers at Atlanta, Ga., was called to 
the Queen City because of the death of 
his mother. Sam Young, another Queen 
Cityite, suffered a similar sorrow. He 
has his headquarters at Dallas, Tex. A 
third event of the same kind was under- 
gone by George E. Brown, president of 
the local Town Criers. whose mother 
passed away at Louisville, Ky. 

With the aproach of warm weather 
the entertainment committee of the Cin- 
cinnati Wholesale Jewelers’ & Manufac- 
turers’ Association is completing ar- 
rangements for the annual outing of the 
organization. Clarence Loeb, chairman 
of the committee, and Charles Grift have 
agreed that the affair will be held June 
13 at Ryland, Kv., as has been done for 
several years. Each firm will have at 
least one guest which will probably es- 
tablish an attendance record at the sum- 
mer resort. Members of the two other 
local jewelry organizations, Retailers 
and Town Criers, will also join in the 
festivities. 

Jacob Frohman. 91, who died at the 
home of his son, Nathan S. Frohman, in 
the second week of March, was a pioneer 
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wholesale jeweler. He founded the pres. 
ent Gerwe-Frohman Co. in 1888 as the 
Frohman, Wise Newman Co., which name 
was changed in 1891 to Frohman & (4 
The decedent practically retired a quar. 
ter of a century ago when John A 
Gerwe became head of the concern, He 
had been the oldest living member of the 
Rockdale Avenue Temple in Avondale 
as he attended services there for a little 
more than 70 years. He was born jn 
Reichenberg near Wurzberg, Germany. 
and was brought to the United States 
when he was five years old. He was 4 
lifelong member of the B’nai Brith. 

Three members have been added to 
the roster of Cincinnati Guild of the 
Ohio Watchmakers’ Association. They 
are: Thane Hartman and Ferdinand At. 
termeyer of the Gruen Watch Co. and 
Fred Backman of the Richter & Phillips 
Co. In addition to these the Guild re- 
instated six members. The local Guild 
has completed all preliminary details for 
the Ohio watchmakers’ convention, which 
will be held in the Queen City, April 16 
and 17. By that time it will have been 
determined whether the watchmakers’ ]j- 
censing bill becomes effective in the 
Buckeye State or whether it goes over to 
a future session of the Legislature. 
Those who are trying to bring the bill 
into being have been working very hard. 

Two retail jewelry concerns in Cin- 
cinnati were granted charters by the 
Secretary of State. One was to the 
Kampf Jewelry Co. at 18 W. Sixth 
Street in the Palace Hotel block. This 
is an old establishment and has been 
conducted by Albert W. Kampf for some 
time. Kampf changed it from an indi- 
vidual to corporate ownership. He is 
president of the company which is cap- 
italized at $25,000. He is also president 
of the Cincinnati R.J.A. The other char- 
ter went to the Guenther Jewelry Co. 
at 617 Vine Street in the Enquirer 
Building. The incorporators are Andrew 
Rolfes, Herman G. McKnight and Allen 
C. Roudebush. Capital is $25,000. This 
enterprise took over the store vacated 
recently by William F. Grassmuck Sons, 
Inc., the latter of which consolidated its 
two places at 34 E. 4th Street. 





“From Coast to Coast 
We Pay the Most’ 


IMMEDIATE CASH 
PAID FOR 
COMPLETE OR SURPLUS 
JEWELRY STOCKS 
Write or Wire for Representative 
Quick cash for stocks and fixtures— 
any size, any amount—anywhere in 
U. S. A. Send us your surplus dia- 
monds, watches, jewelry — antique 
jewelry and silver—Valuation NOT 
based on precious metal quotations— 

References furnished. 


B&B STOCK BUYERS 


657 SO. 4th ST. LOUISVILLE, KY. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices i 
427 PLUM ST. CINCINNATI, ©. | 
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Robert E. Hutchinson, jeweler, 33 
Newbury St., has returned to business 
after an absence of a few weeks. 

Harry A. Long, jeweler, who formerly 
was in business in the downtown shop- 
ping district, has opened a new store at 
303 A. Newbury St. 

James Faulkner, 59, jeweler for 15 
years at 710 A. Center St., Jamaica 
Plain, died from a heart attack at his 
home in Waltham, March 4. 

Hawkins & Murphy leads the D. C. 
Percival Co. team and eight other teams 
in the Boston Jewelers Bowling League, 
with two-thirds of the games already 
rolled. 

C. S. Mason, jeweler, with stores lo- 
cated in Falmouth, Mass., and St. Peters- 
burg, Fla., has sold the Florida store 
to R. J. Crouse, a jeweler formerly lo- 
cated in Concord, Mass. 

Vermont jewelers will miss the visits 
of the late John Garibaldi Sargent, for- 
mer U. S. attorney general. One of his 
hobbies was the collection of old clocks 
of early American manufacture, on which 
he was considered an authority. 

Hollis S. Howe, 67, jeweler for 42 
years in Concord, Mass., died on March 
16, following a short illness. Mr. Howe 
was a conservative, likable gentleman, 
keenly interested in every movement for 
trade betterment, and a member of the 
Massachusetts and Rhode Island R.J.A. 
and several Masonic bodies. 

U.H.A. delegates from the several 
Massachusetts guilds, to the State Guild 
special meeting, March 1, perfected plans 
to hold a State Guild get-together at the 
Parker House, April 26, and accepted 
the invitation of the Massachusetts and 
Rhode Island R.J.A. to attend its con- 
vention and banquet on that date. 

The Worcester Guild of U.H.A., on 
March 6, re-elected as president, Clifford 
N. Barton. Others elected were: Win- 
fred D. Herbert, vice-president; J. Ed- 
ward Bogage, secretary; Henri LaVen- 
ture, treasurer; and Chester J. Laverty, 
Richard Culruss, Raoul A. Jacques and 
Charles D. Quakenbush, board of gov- 
ernors. 

Thomas J. Fagan, jeweler for the past 
19 years at 456 Washington St., will 
move his business April 1 to the Statler 
Bldg., 16 Providence St. Mr. Fagan is 
a past president of the United Horo- 
logical Association. The new location, 
with ample display windows and _in- 
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creased floor space makes possible the 
addition of new lines and enlarging his 
time-keeping repair service. 

Frederick L. Daniels, 73, died follow- 
ing a long illness, March 6, at his home 
in Waltham. Mr. Daniels was well 
known in the trade, he was employed as 
a finisher for 20 years by the Waltham 
Watch Co., and as an inspector for nine 
years by the Hamilton Watch Co. About 
five years ago he opened a jewelry store 
in Auburndale, Mass. Failing health 
obliged him to retire in 1938. 

Jewelers have taken great interest in 
the display at the Boston Museum of 
Fine Arts of New England ecclesiastical 
silver and the products of New England 
silversmiths. ‘The museum owns com- 
munion sets of 19 New England Churches 
and had on loan the sets of 45 churches. 
Its own collection of the silver pieces 


of Paul Revere, Sanderson, Winslow, Ed- 


wards and others is unsurpassed. 


Sidney I. Miller, 37, diamond importer, 
373 Washington St., died suddenly, 
March 18, in Brookline. Mr. Miller was 
born in Russia and received his educa- 
tion at Boston Latin School and later 
at Harvard, from which he was gradu- 
ated in 1923. He became associated 
with M. Elkon & Co., diamond importers, 
and traveled extensively, visiting the 
diamond markets of Europe, and touring 
the Orient studying gems. He was un- 
married. 

John H. Derby on March 1 celebrated 
the 32nd anniversary of the establish- 
ment of the Derby Jewelry store in 
Davis Square, Somerville, Mass. As the 
business grew a second store was opened 
in Harvard Square, Cambridge, managed 
by Claud Gelotte. Observing the rapidly- 
growing popularity, Mr. Derby, Mr. Ge- 
lotte, and his son, John Derby, Jr. opened 
a third store, in Harvard Square, known 
as Claud Gelotte, Inc., handling photo- 
graphic supplies. 

The Massachusetts and Rhode Island 
R.J.A. will hold its 25th annual conven- 
tion at the Parker House, Boston, Wed- 
nesday, April 26. Special features are 
being planned to make this Silver anni- 
versary program of outstanding intere’t 
to those attending. Clifford Davis, ad- 
vertising counselor of the Boston Post. 
will be one of the guest speakers. Hit: 
experience covers a wide range of mod- 
ern merchandising and he will have much 
of interest to say. 

Boston wholesalers’ traveling salesmen 
have been out only a few weeks, the lady 
buyers of New England flocked to the 
home offices early in March. These 
women, keenly interested in what’s smart 
and new in jewelry for 1939, were: Miss 
De Montigny, Nashua, N. H.; Miss Elane 
Burque, Nashua, N. H.; Mrs. V. Remil- 
lard, Adams, Mass.; Miss E. E. Johnson, 
Athol, Mass.; Mrs. Walter Wigmore, 
Norfolk Downs, Mass.; Mrs. S. Russa- 
koff, Waterville, Me.; Mrs. L. Tardiff, 
Waterville, Me.; Mrs. A. Earl Wilson, 
Springfield, Vt.; Mrs. Chesley, Presque 
Isle, Me.; Mrs. F. E. Morrow, Camden, 
Me.; Misses Annett and Jvome Doyon, 
Biddeford, Me.; Miss Johnson and An- 
nett Schandries, Manchester, N. H.; 
Mrs. E. R. McClintock, Dover, N. H.; 
Mrs. F. B. Coburn, Hanover, N. H., and 
Mrs. Beaudet, Woonsocket, R. I. 
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Display 
Stand FREE. Blue 
mirror back to high- 
light chromium. 


Attractive 


Gift Sensation 
of the Year! 


\IN jewelry store gift and silver- 


ware departments, Karvit can 
quickly become a “best seller.” 
This handsome and practical de- 
vice marks the end of 160 years of 
inefficient table practice and your 
customers will quickly see how it 
will be very handy in the home. 
Made of highly-polished chro- 





mium. 





Dealers’ Net Price is $12.00 a dozen 
less 2% 10 days. F.O.B. Cincinnati. 


Traveling men write for open territory. 
Commission Basis. 
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MFG. CO. 
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Where to Buy 
IMPORTED 
China and Glass 


ROYAL DOULTON 


English Bene China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. 


New York, N. Y. 





CHINA 





\ R iS Ma, 

Famous the World Over 

Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 
ROYAL CAULDON and COALPORT 





China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 

GIBSON & SONS TEAPOTS 


EDWARD BOOTE 35% %n2%"%: 


NEW YORK, N. Y 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 








W. E. LINDEMANN 


GLASS 
CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 
225 FIFTH AVENUE, N. Y. 





THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Inc. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Ce. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















In the Field of Advertising 


and Trade Promotion 


Re-entering the quality clock field 
with a line styled and priced to meet the 
requirements peculiar to the jewelry 
trade, the William L. Gilbert Clock Corp., 
Winsted, Conn., is creating customer- 
good will by consumer advertising in 
some of the better magazines and pro- 
viding display and other advertising 
material to help the individual retailer 
profit from the nation-wide publicity on 
behalf of Super-Gilbert clocks. Super- 
Gilbert clocks will be sold exclusively 
through the better grade jewelry and 
department stores. 

* * * 

Bulova Watch Co. is making available 
to retailers window display and adver- 
tising material tying in with the second 
of the “Blondie” series of pictures, 
“Blondie Meets the Boss,” just released 
by Columbia Pictures. A Bulova “Dolly 
Madison” watch is worn throughout the 
picture by Penny Singleton, who has the 
title role, thus affording an opportunity 
for tying in with the movie. 

* * * 

Continuing a policy inaugurated in 
1938, Girard-Perregaux & Co., makers 
of fine timepieces, with American head- 
quarters in Rockefeller Plaza, New York, 
will advertise nationally again this year, 
with several additional magazines listed 
for 1939. The advertising will feature 
several new models which will be exhib- 
ited at the New York World’s Fair. 


A. W. Lewin Co., Inc., Newark, N. J., 
is the advertising agency in charge. 
* * * 


A handsome new “silent salesman” 
display for Synchro-Lok B/R_ watch 
bracelets, currently appearing in jewelry 
stores throughout the country is causing 
favorable comment by jewelers and cus- 
tomers, according to Bruner-Ritter, Inc., 
Demand for this display, it is said has 
been unusually heavy and widespread. 
Approval has been registered on several 
important counts; that the slant-side 
front makes selection easy; that its 
transparent panels afford protection 
against dust, pilfering and handling; that 
its walnut-grain finish and gold band 
trim matches store interiors and show- 
cases agreeably, and gets, as a conse- 
quence, more prominent position on coun- 
ters. An added feature is drawer space 
in the rear for stock and utility purposes. 
Since the introduction of this new “silent 
salesman,” sales of Synchro-Lok B/R 
bands have increased so satisfactorily, 
in the opinion of Bruner-Ritter, as to 
warrant the belief that it is one of the 
most successful business-stimulators they 
have ever offered the trade. 

* 4 * 

Now the trade-in as a promotional fea- 
ture has been extended to embrace elec- 
tric toasters. McGraw Electric Co. has 
just announced a national trade-in cam- 
paign permitting the retailer to offer 
Mrs. Consumer $2 allowance for her old 
toaster when traded in on the Toastmaster 
two-slice automatic toaster, the DeLuxe 
or standard hospitality set or Toast ’n 
Jam set. This is the first time any major 
electrical appliance manufacturer has 
ever offered a trade-in allowance on 
toasters. The allowance will be avail- 
able from March 20 to May 31, and will 
be backed by advertisements in Saturday 
Evening Post, Collier’s, Life, Good 
Housekeeping, American Home, Better 
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Homes & Gardens, Woman’s Home Com. 
panion and McCall's. 
* & 


Walter Lampl, “Creators of the Up. 
usual . . . As Usual,” at 20 W. 47th 
Street, New York, has issued a complete 
catalog of charms. This catalog, which is 
24 pages in content, illustrates compre. 
hensive selections of the newest charms 
in sterling silver as well as gold. It wij 
be sent without charge to all those who 
write for it. * * # 


“For the first time in its 30 years of 
advertising history, Oneida, Ltd. will use 
rotogravure advertising this spring to 
feature the special spring promotion for 
Community Plate,” says E. B. Bedford, 
advertising manager of Oneida, Ltd, 
Half page and quarter page advertise- 
ments will run during May in 38 cities 
in all parts of the country. “We feel 
that rotogravure will localize the adver- 
tising,” says Mr. Bedford, “and will 
reach down into the mass-income group, 
This is particularly important in bed 
ing up a definite promotion, particularly 
the ‘Correct Service’ chest promotion 
which is the spear-head of the spring 
drive for Community Plate. The ‘Correct 
Service’ promotion will be featured in 
our regular magazine advertising as well. 
The rotogravure advertising is an extra 
push behind the promotion.” 


GUILD ISSUES NEW AD MATS 

Advertising sterling flatware used to 
stymie most jewelers. Manufacturers 
sent them ready-made mats, but these 
could not always be used as they came, 
and the jeweler who wanted to feature 
patterns made by more than one manu- 
facturer often made a crazy-quilt ad 
when he combined parts of mats fur- 
nished by different silversmiths. It was 
too costly for the average retailer to 
make his own cuts. 

The Sterling Silversmiths Guild of 
America ended most of this difficulty 
last Fall when it presented a “master 
mat” service to the retail trade. 

Last month the Guild mailed proofs 
of a new series of “master mats” to 
retailers. These master mats, as in the 
case of the first mailing, will be sup- 
plied free of charge from the office of 
Alexander Vincent, the Guild’s secre- 
tary, 20 W. 47th St., New York. Jewel- 
ers will then select the illustrations of 
spoon handles they wish to use in these 
“master mats” and will obtain them 
direct from the makers of the patterns. 


Where to Buy 
DOMESTIC 
China and Glass 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. oe 
N. Y. Office: 542 5th Ave. orp warsrror? 








LENOX CHINA 
SERVICE PLATES 
Yo DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. 


Trenton, N. J. 
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Returns Coming in 
On ANRJA Survey 


Of Retail Business 

Questionnaires on the 1939 Retail 
Jewelry Survey, which recently went 
into the mail, are being returned in a 
satisfactory volume, according to the na- 


tional headquarters of ANRJA, which 
is conducting the survey among all its 
members. . 

The results of the survey on 1937 busi- 
ness were published recently in a booklet 
entitled “Operating Results of Retail 
Jewelry Stores for 1937,” copies of which 
may be procured from the ANRJA 


offices. 


Again! A $50,000 
Gem Hold-up in Chi 


Another precious jewelry salesman 
fell victim to the gangs of Chicago, on 
March 22, when Joseph Ornstein, repre- 
senting the V. D. Import Corp. of New 
York, was accosted by four thugs who 
kidnapped him in their auto and robbed 
him of more than $50,000 in diamonds, 
which he was carrying on his person in 
a false vest. The loss is fully covered by 
insurance. 

Mr. Ornstein, an experienced salesman 
after twelve years on the road, felt dis- 
cretion the better part of valor, and 
submitted when he was grabbed by 
either arm by two men who met him 
when he walked out of the Pure Oil 
Bldg., on busy Wacker Drive. For a 
moment he thought they were Chicago 
acquaintances until they threatened him 
and shoved him into a waiting auto. 
After circling the loop the car was 
driven into an underpass where Ornstein 
was stripped of his valuables and ejected 
from the auto. 

The Federal Bureau of Investigation 
have joined with Chicago police in the 
investigation. 


NEW TINY MOVEMENT 


The Mount Vernon Watch Co., of 
Mount Vernon, N. Y., announces that 
after a year and a half of constructing, 
it is ready to release a new 21/0 size 
movement, with 17 jewels. This new 
watch brings the complete line to 44 
models for men, women and girls. Its 
movement is of simple construction, with 
a straight line escapement; the largest 
possible in movements of this size. 
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Between conferences, banquets, smokers and an initiation night that made Hamilton history, 
the sales staff of the Hamilton Watch Co. found a moment to pose for the photographer on the steps 
of the administration building, in Lancaster, Pa., during the annual sales conference, there last month. 

The guiding hand throughout the conclave was W. Ross Atkinson, Hamilton director of sales, who 
outlined the sales and advertising program. Commenting on prospects for the year, Mr. Atkinson 
said, ''Really encouraging developments over the last few months lead us to believe we should have 
an even better year in 1939 than in 1938. We have substantially completed a large program directed 
at new available markets and have increased our advertising appropriation in line with this ex- 
pansion scheme." 

Bob Waddell, director of advertising, and Carl Williams, account executive for Batten, Barton, 
Durstine & Osborn, national advertising representatives, made a detailed presentation of national 
advertising plans. 

Other featured speakers included: R. M. Kant, sales manager; Lowell F. Halligan, director of 
sales research; G. P. Luckey, factory manager; R. J. Gunder, dealer service manager; Henri Vermot, 
director of styling; and F. J. Boulton, export sales manager. 

Climax of the entertainment program was the Annual President's dinner and hockey game at 
beautiful Hershey, Pa., organized by genial President Franck C. Beckwith. 








was named president and general mana- 
ger of Rolls Razor, Inc., 305 E. 45th St., 
New York, and assumed his new duties 
March 13. Mr. Brown had served as gen- 
eral sales manager of the Ingersoll- 
Waterbury Co. since 1934, and at the 
same time supervised the Ingersoll sales 
promotion and advertising program. 


GOES TO ROLLS RAZOR 


HEADS N. Y. J. F. A. 





Rk. G. “Bob” Brown, well known to 
the jewelry trade through 10 years’ asso- 
ciation with the Ingersoll-Waterbury Co., 











Diamond, Diamond, Who's Got the Diamond? 


Lonpon—Where is the “President Vargas,” the $430,000 blue-white diamond 
of 726.60 carats found by two poor diggers in the Santo Antonio River, Brazil, 
and now supposed to be in Amsterdam for cutting? Diamond merchants here 
are inclined to the view that this 214 inch long stone of first water translucency 
is not in Amsterdam. No one here seems to have seen the stone since it was 
smuggled out of Brazil on its journey to Europe. Diamond men here believe 
the stone is in Brazil again. 

“We understand,” said Albert Stroud of Backes & Strauss of Kimberley 
House, London, “that as this stone was exported from Brazil illegally, it has 
been returned to Brazil. From what we can gather it is still there in the rough 
state and has not been sold.” 

According to reports this diamond, the world’s third largest, was valued 
at 750,000 florins when it arrived at Amsterdam by train from Bordeaux. It 
was taken over by the Holland Bank Union and placed in a safe closed by a 
door weighing 11 tons. No one, it was stated, would be allowed to take photo- 
graphs of it since, according to custom, it might not be shown in public without 
permission of its buyer. The idea was to keep it safe in Holland until a buyer 
was found. 

So far as diamond men here know there has been no sale and it was not 
possible for Holland to keep the stone in view of the method of its shipment 
out of Brazil. 
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At the 24th annual meeting of the 
Jewelers Fraternal Association of New 
York, held March 9 in Room 1305, 9 
Maiden Lane, the following officers were 
unanimously elected: Howard H. Heth- 
erington, of the Jeweters’ CrmcuLaR- 
Keystone, president; Norbert Cahn, of 
Cahn & Kornbrodt, Inc., vice-president; 
William Underwood, secretary-treasurer, 
re-elected. Others elected to serve on 
the Board of Governors were Louis 
Federman, Clarence Horn, Ross Donald- 
son, F. Norman Ulrich, James E. Theise 
and C. T. Carrougher. The retiring 
president, Ross Donaldson, gave a report 
covering the activities of the association 
during the past year and reported its 
resources to be greater than ever. 














K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


ve sour vor ©6 KK astenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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Onis latest type of WWATCH-RATE 


nares ves eer ‘ ewelers 1. Foremost in size—1200 rooms, all with 

to improve their service and increase bath, circulating ice water. 

their profits on watches — is now 2, Foremost in value—more for your 
money in honest-to-goodness comfort. 

3. Foremost in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 

4. Foremost in food—3 excellent restau- 

rants, Air-conditioned in the summer. 








priced within the reach of every store. 


Write for Particulars 


AMERICAN TIME PRODUCTS, Inc. 

580 Fifth Avenue New York City The BENJAMIN FRANKLIN 
Distributor Western Electric Watch-Rate Recorders SAMUEL EARLEY, Managing Director 

* * 
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What to Look For 


An interview with R. H. Whitehead, 


President, The New Haven Clock Co. 


in an EKleetrie Clock 





66 HAT should the jeweler look for,’ we asked 
Mr. Whitehead, “in selecting a stock of electric 
clocks that he can conscientiously recommend to his cus- 
tomers? Jewelers know spring wound clock and watch 
mechanisms—they know when a timepiece of that kind is 
honest value, but few of them know much about the elec- 
trically driven variety. Yet the public looks to the 
jeweler as the expert and authority in time-keeping 
matters. That confidence is one of the jeweler’s most val- 
uable assets, and if he is to retain it, he must have the 
knowledge to back it up. What can you tell our readers 
that will help them?” 

“Well,” he replied, “I should say that there are sev- 
eral characteristics which the dealer should look for in 
selecting his merchandise if he wants to be sure of offer- 
ing clocks that he can sincerely recommend for long, 
trouble-free service and that he needn’t be afraid to back 
with his name and reputation.” 

“And what are they?” we inquired. 

“First,” said he, “the lubrication must be positive and 
lasting. 

“Second, the motor must be quiet in operation, which 
means, among other things, that it should be of the slow 
speed type. 

“Third, the motor must be so designed that it will not 
generate excessive heat. 

“Fourth, the mechanism should be compact, yet have 
high torque. 

“Fifth, the motor should consume the minimum of 
current, not only for economy, but because high power 
consumption means heat, and heat causes troubles and 
breakdowns. 

“Sixth, the motor, while small and as light in weight 
as is compatible with strength, must be ruggedly sub- 
stantial in design, construction and materials. 

“Seventh, of course it should bear the name of a repu- 
table manufacturer.” 
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“Fine!” said we. ““Now how does one tell whether a 
clock embodies all those features?” 

“Perhaps the best way to answer that question,” he 
replied, “is to tell you how we developed what we con- 
sider the ideal electric clock motor and describe the de- 
tails of its construction with the reasons for them. 

“The first point that I mentioned was lubrication. 
Some rotors of electric clocks with their train of reduc- 
tion gears—especially the high speed ones—are run in 
an oil bath inside of a closed housing. At first I thought 
that this was a good idea and the first motor that we 
ever turned out was constructed on this principle. (See 


Fig. 1.) It was manually started. In general we found 







DRIVING PINION 
ON ROTOR 


LUBRICATION RESERVOIR 
INSIDE 


FIELD COIL WITH LEADS 


Fig. | 


that this was a good motor for about two years’ service. 
Some of them lasted longer and a larger number are still 
running. However, in examining motors that have been 
returned to us for repairs over a period of years, we 
find that the lubricating oil inside the housing picks up 
abrasive material from the wearing of the parts, that the 
oil tends to break down and lose its lubrication quality, 
and that bearings then wear and cause trouble. In an 
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SANDERS 


LTD. 


Manufacturers would 
not recommend us to 


their friends if they 
were not satisfied 
themselves. 
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BOOKS e e for the Skilled Watch and 


Clock Maker, the Apprentice and Student 


MODERN WATCH REPAIRING AND ADJUSTING 
E. Borer $2.25 


An informative and understandable treatment of 
the newest technical and scientific improvements 
in the watch trade. 


JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
A treatise on the Lever Escapement written in an 
interesting and understandable manner. 

MODERN ELECTRIC CLOCKS 5.F. Philpott $2.25 


A complete outline of the principles, construction 
and installation of typical clock systems. 


MODERN METHODS IN HOROLOGY $2.50 


A book of practical information for young watch- 
makers—contains many illustrations. Grant Wood 


PRACTICAL BALANCE AND HAIRSPRING WORK 
W. J. Kleinlein $3.50 


Simplified methods for the experienced repairer. A 
guide for the beginner in this important phase of 
watch work. 


RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 


A modern book for everyday use which explains and 
analyzes all parts of adjusting. 


MODERN CLOCKS—THEIR DESIGN AND 
MAINTENANCE 
T. R. Robinson $2.25 


A text book covering the technical and commercial 
sides of the industry written by a practical clock- 
maker and repairer. 
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Clocks and (4) Electric Clocks. 


=1 AsupeR 
OILS 














PLATINUM FOR INVESTMENT 
IN ONE OUNCE DISCS 
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Make ideal gifts for Birthdays, Weddings, Graduations and 
Anniversaries 
PLATINUM CORPORATION OF AMERICA 
630 FIFTH AVENUE, NEW YORK 














WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept. C Peoria, Ii. 
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CONTINUES TO SET OUR 
STANDARD EVEN HIGHER 


Through research and constant improve- 
ment in the refining process, our watcl 
and clock oils are now better than ever. 
Nye’s Porpoise Jaw Oils are stable in 
quality — non-corrosive — ‘‘stay put’’ at 
the point of lubrication and meet every 
requirement over a wide temperature 
range. In different viscosities for (1) 
Bracelet and (2) Pocket Watches, (3) 
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automobile engine they tell you to change the oil every 
thousand miles and yet an automobile engine runs only 
a few hours a day. This type of clock motor is a piece 
of mechanism that runs 24 hours a day and in which 
you can’t change the oil. We decided, therefore, that 
such a system of lubrication was not desirable, and that 
the ideal motor should have all of its parts fully ac- 
cessible, so that every pinion, gear and piece of shafting 
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can be easily gotten to and not run in a bath of oil that 
is used over and over. We are using the best oilless type 
bearing we can find, but also put behind it our full lu- 
bricating system. (See lubricating system, Fig. 2.) 
“Quietness of operation, of course, is highly desirable 
to the consumer. To obtain it, a motor that operates at 


slow speed is essential. Our first self-starting motor, 


shown in Fig. 1, operated at only 200-r.p.m. It was not 
successful because its lubrication system failed in many 
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cases and because it was difficult to hold required toler- 
ances in its manufacture. We then went to a 600-r.p.m. 
motor (illustration No. 3) of an entirely different design 
but operating on the same electrical principle, with a 
view to correcting these troubles. However, the 600- 
r.p.m. motor likewise was not a complete success, because 
the high speed at which the motor was running caused 
too much gear noise. We then dropped back to 300- 
r.p.m. (see illustration No. 4) and have practically elim- 
inated the gear noise. This is the slowest self-starting 
clock motor that we know of. 

“That our belief in the slow speed motor is correct, 
is proved, I think, by the fact that all the companies 
who have had long experience in the clock field and 
know the necessity of putting out merchandise that will 
give many years of service, have constantly worked to 
reduce their motor speeds and are continuing to follow 
this trend. 
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“Noise also comes from the engagement of the pinions 
and the wheels. This, in turn, depends upon the speed 
at which these parts operate and the way the pinions 
and wheels are meshed. Keeping down the speed of the 
motor of course keeps down the speed of the train, and 
other things being equal, automatically lowers the noise 
level of the mechanism. A high speed train must be 
operated in an oil bath to keep down its noise level, and 
I have already explained why a closed-in lubricating 
system is a drawback. Using a slow speed motor is 
much more effective and satisfactory. 

“Another noise factor is that not all motors are per- 
fectly balanced and therefore make a noise with each 
revolution. Balancing is a costly operation, but one that 
is necessary for a completely quiet motor. This is proved 
by tests with scientific instruments which can accurately 
measure and record even the smallest noises. 

“As to the importance of a cool running motor, I men- 
tioned that in our original 200-r.p.m. self-starting motor 
we had considerable lubrication trouble. We succeeded 
in greatly improving this, but we were still up against 
one thing that we could not overcome, namely, the fact 
that the shaft of the rotor, where lubrication is vitally 
necessary, was in the hottest place in the motor. The 
coil of this motor (see Fig. 1) surrounded a core and the 
shaft rotated in a bearing placed in the core. It was 
beautifully centralized, but it put the heat of the motor 
right where the vital lubrication of the shaft was af- 
fected. Oil which is continuously worked cannot with- 
stand more than a small increase in temperature, because 
temperature and working of oil both tend to break the 
oil down. Consequently, we have taken the coil from the 
center of the motor where the shaft is and moved it to 
the outside where its heat does not reach this shafting to 
any degree. (See Figs. 3 and 4.) We feel that this is an 
important feature of design. 

“Achieving compactness in combination with high 
torque for starting, which is necessary in a self-starting 
motor, is largely a matter of the type of motor used. 
Self-starting motors are of different types. 

“Engineers are generally agreed that the squirrel 








Fig. 4 


cage type has the highest starting torque, and this torque 
that the motor exerts upon starting the train to pull it 
up to synchronous speed is highly important. Most com- 
panies have gone to the development of the magnetized 
disk type, but as the speed of this type is lowered it 


becomes harder and harder to get adequate torque. 
(Please turn to page 115) 




















WORKSHOP WOES € QUIERES 


AILY DEVIATION—I am puzzled by a state- 

ment I read in an article on adjusting watches, 
as follows: ““When a watch gains or loses a definite num- 
ber of seconds per 24 hours, the rate is the plus or 
minus daily deviation from this gain or loss.”” Can you 
make this clearer? (Question No. 5189.) A. C. 


ANSWER—Perhaps a fuller statement, more easily 
understood, would be to say that there are two time- 
keeping rates to be considered; one being the mean rate 
—the one that is under control of the regulator of the 
watch—and the other one being the variation on the 
mean rate, which must be brought to its least possible 
amount by those alterations that come under the heading 
of “adjustments”; the adjustments to positions, iso- 
chronism and temperature. In the definition which you 
have quoted, the term used for this variation is short- 
ened by simply calling it “the rate.” Since adjusters 
have to say “rate” so often, they naturally use the brief- 
est term possible, instead of one that is fully explanatory. 


HODONIZING WHITE GOLD—We are making 

up some pieces in yellow gold, with diamonds set 

in white gold, and wish to improve the color of the set~- 

tings by rhodondizing them—that is, electroplating them 

with rhodium. How can this be done, without having 

any of the rhodium coating applied to the yellow gold 

parts of the work? (Question No. 5190.) L. T. CO., 
INC. 

ANSWER—tThe usual way to produce work in elec- 
troplating where the plated surface is to be only on cer- 
tain parts of the work, is to cover the parts that should 
remain unplated, with a “resist,” which is a coating of 
insulating lacquer, and leaving uncoated all surfaces 
that are to receive plating. Many substances are used 
for the resist coating. Ordinary ready-made silverware 
lacquer, obtainable from any jewelers’ supply house, 
will do for most kinds of work. This should either be 
tinted lacquer, or if you have on hand some of the clear, 
transparent lacquer, any sort of coloring matter may 
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be added. The purpose of the color is so that, in apply- 
ing the lacquer, the line of separation is easily seen 
that is to limit the plated surface. Paint the lacquer 
on with a camels-hair brush of convenient form. After 
plating, dissolve off the lacquer by immersion in de- 
natured alcohol. If the work is done in quantity, it is 
economical to use a first and a second alcohol bath, since 
the first one soon becomes rather heavily charged with 
dissolved lacquer, and instead of throwing it away, it 
may be used to remove the most of the lacquer, and the 
cleaner second immersion will complete the removal. 


TAR-STAMPED MOVEMENT—What is the 
‘meaning of a star stamped on some old Waltham 
movements, surrounding a hole in the upper plate? One 
of these just came in to have a crystal fitted to the case; 
and am curious about what the star means. (Question 


No. 5191.) F. D. H. 


ANSWER-—tThe star stamped on the Waltham move- 
ment plate in question indicates that in that model of 
watch, in order to remove the stem, this is done by in- 
serting a pin in the hole in the center of the star, as 
deeply as it will go; then by turning the stem in the 
opposite direction as for winding, the stem will un- 
screw and can be removed. 





WEEZER TROUBLES—I wonder why I have so 

much trouble with my tweezers, in straightening 
out hairsprings when I find them bent, in putting 
watches in complete order? Even when pressed to- 
gether with a good deal of force, the spring is apt to 
slip out from between the tweezer points, which makes 
it hard to bend the coil. I use Boley AA and BB 
tweezers for this work. (Question No. 5192.) R. B. C. 


Answer—If you examine the points of your tweezers, 
you will probably find that they are not perfectly flat 
on the inside surfaces. These should be occasionally 
dressed flat with an oilstone slip; their surfaces should 
be not only flat, but should be exactly parallel to each 
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other when the tweezers are closed. One other thing 
necessary is that the rivets at the top end of the 
tweezers be tight. The best tweezers for hairspring 
pending are the kind originally made under the brand 
“Dumont.” These are now made under other brand- 
names also. The characteristics of the type are excep- 
tionally firm-closing at the points; finish, plain steel not 
nickel plated; extra well tempered steel throughout; 
heavy enough for firm grasp on work, but no excess 
weight. Any dealer would know what to furnish if you 
specify tweezers of Dumont type. The Boley BB tweez- 
er is good for holding hairsprings for vibration-timing; 
but not for bending springs. It is intended for timing 


only. 


AST CLOCK—-What can be done with a pendulum 
clock that runs about two hours fast per day? 
(Question No. 5193.) R. G. S. 


ANSWER—Examine the escapement while the clock 
is running. If more than one tooth passes a pallet at 
each beat, deepen the lock. If the escapement and train 
are found in good order, the pendulum may have to be 
lengthened sufficiently to bring the clock to time. 





ELL METAL FOR LAPS—Of what material do 

you say the best polishing laps can be made, for 
polishing pivots with diamantine? I have heard block 
tin, steel, jasper stone, and bronze recommended. (Ques- 
tion No. 5194.) B. R. E. 


ANSWER—Of the materials mentioned, or in fact 
among these and any others, we believe the best material 
for the purpose named is bronze, usually called “‘bell- 
metal.” This is an alloy of copper and tin; sometimes 
with the addition of slight proportions of zinc. Bronze 
laps combine more than any other material all the qual- 
ities needed, in hardness, retention of form, adhesion of 
polishing material, and capacity for being reformed and 
resurfaced. Other materials lack one or more of these 
requirements. 


HREINER CLOCKS—My jeweler here tells me 

that you could give me the history of the maker, 
or the making, and the age, etc., of an old clock that 
has been treasured in our family for generations, since 
our ancestors settled here nearly a century and a half 
ago. This is a grandfather clock, and on its dial is this 
name: “Martin Shreiner, Lancaster.” Under the name 
is “No. 140.” It is in a very handsome walnut case, 
inlayed with woods of other colors. Could you tell me 
anything about where and when the clock was made? 
Is this Lancaster in England, or America? We would 
appreciate anything you could tell us authentically that 
would recall the days when the clock was made. (Ques- 
tion No. 5195.) C. F. E. 


ANSWER—The maker of your clock was Martin 
Shreiner, of Lancaster, Pa., whose business career was 
during the period between 1790 and 1830. He was the 
leading one among the clockmakers of Lancaster, in his 
time an important center of this craft; and Shreiner’s 
clocks are noted for mechanical excellence, and archi- 
tectural beauty of the cases. He was one of the few 
American clockmakers who used serial numbers ou their 
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work. Your clock being numbered 140, was made ap- 
proximately between 1810 and 1815, judging this by 
the relation of its number to other numbers of Shreiner 
clocks of known dates. Some noted clockmakers learned 
their craft by apprenticeship to Shreiner, then migrated 
westward; and some fine clocks made by him are found 
in possession of descendants of families that pioneered 
from Pennsylvania down the Cumberland and Shenan- 
doah valleys, some of whom settled in the vicinity of 
your county. From your description, we believe that 
you are in possession of an unusually fine specimen even 
among the fine clocks characteristic of Martin Shreiner’s 
product. 


CLECTRIC CLOCKS 
(from page 113) 


Therefore, in order to increase torque, there is constantly 
an inclination either to increase the wattage input in the 
motor which increases its heat, or to keep the speed up . 
which increased noise level. The latest type of this 
motor that we have observed is 450-r.p.m. It has good 
torque and is an achievement in this field, but it would 
be difficult to make with adequate torque to rotate at 300- 
r.p.m., as it already is bulky. A magnetized disk type 
of motor operating even at as low a speed as 450-r.p.m. 
takes up considerably more room than a squirrel cage 
type of 300-r.p.m., so that to get a slow speed motor in 
compact form, the induction synchronous type with a 
squirrel cage armature is preferable. 

“T have already shown the desirability of having the 
motor coil away from the lubricating system. The coil 
furnishes the flux for the operation of the motor, and to 
do this it must consume a certain amount of wattage in 
itself. This not only uses current, which adds to the 
cost of operation, but also causes the coil to heat up. 
In our first 300-r.p.m. motor we succeeded in getting the 
power used by the operation of motor down to 1.6 watts, 
although at that time many motors of this size took as 
high as 2.5 watts, which meant more heat and added 
cost of operation. We have now reduced it to only 1.4 
watts. 

“The various matters that I have spoken of are in- 
timately tied up together, but it is also necessary to be 
sure that nowhere in the entire motor are the tempera- 
ture rises excessive. The temperature rises on our pres- 
ent motor are so low that they can scarcely be detected 
by touch, but temperature at any specific point can be 
detected by instruments. At no point in our present 
motor is there sufficient temperature rise in even the 
hottest weather to cause any adverse effect on lubri- 
cation. 

“Also contributing to coolness of running, the frame 
and the rotor of our latest types are made entirely of 
silicon steel. Silicon steel is known in the electrical 
field as being the ideal type of steel for alternating cur- 
rent magnetic circuits, and results in low iron losses. 
A silicon steel rotor, therefore, runs cooler than one of 
ordinary steel. 

“TI have gone to considerable length to explain our 
reasons for doing the things we have, but I believe it 
will help the trade to be more discriminating in their 
purchases of electric clocks so as to build real confi- 
dence in the future of the electric clock and lasting 
consumer satisfaction.” 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted”’ $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





WATCHMAKER, all around jewelry 
store man; 25 years’ experience. Fred 
Green, Evans City, Pa. 





SITUATION WANTED, watchmaker; 
reference. Address ‘“J., 614,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER and salesman, good all 
around man, capable and experienced. 
a meni 2211 S. Barr St., Ft. Wayne, 
na, 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 92 Nassau St., Cort. 
7392. New York. 





WATCHMAKER, four years’ experience; 
neat, age 33; references; salary sec- 
ondary. Ben Sherman, 2016 Marmion 
Ave., Bronx, N. Y. 





WATCHMAKER and salesman; steady 
position only; best of references; 20 
years at the bench; own tools. Carl 
E. Hill, Co. 2, Wood, Wis. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 25 years’ experience; 
best references. Address “D., 632,”’ care 
Jewelers’ Circular-Keystone. 


MANUFACTURING JEWELER, engraver 
and diamond setter; best of references ; 
first class work. Address “E., 634,” 
care Jewelers’ Circular-Keystone. 





SALESLADY, eight years’ experience re- 
tail jewelry store; also experienced 
bookkeeper; references. Address “O., 
620,” care Jewelers’ Circular-Keystone. 





ENGRAVER, highly competent, fine 
workmanship and design; samples and 
credentials on application. Address ‘“A., 
608,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, 20 years’ experience on 
all grades; nine years’ R. R. inspec- 
tion; plenty of store experience. Ad- 
dress “C., 409,” care Jewelers’ Circular- 
Keystone. 





FRONT WATCHMAKER, expert work- 
manship all sizes; good appearance ; 
salesman; commission or salary; New 
York City or vicinity. ‘‘Watchmaker,” 
9 W. 91st St., New York City. 





ENGRAVER, age 42, expert letterer on 
jewelry and silverware; fast; 20 years’ 
experience; highest references. Ad- 
dress “K., 705,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, jeweler, stone setter, 
engraver; college graduate; seven 
years’ experience: can manage store. 
Address “E., 718,” care Jewelers’ Cir- 
cular-Keystone. 











WATCHMAKER, experienced, young 
man, school trained, single, desires 
position; prefers Middle West, East. 
Address “J., 639,’ care Jewelers’ Cir- 
cular-Keystone. 





EXPERT WATCHMAKER, exceptional 
references ; experienced front man; can 
engrave; does smallest Swiss watches. 
Address ‘“A., 604,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGER credit jewelry store; sales 
promoter; diamond expert; window 
trimmer; will go anywhere. Address 
“X., 710,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN, credit jewelry store; all 
around store experience; diamond ex- 
pert; capable of handling advertising 
will go anywhere. Address ‘“A., 709 
care Jewelers’ Circular-Keystone. 


’ 
” 





FIRST CLASS watchmaker, light jobbing 
jeweler, wants permanent position in 
Southern states; best references. Ad- 
dress “C. R., 681,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, college graduate, account- 
ing and 10 years’ experience in jewelry 
business, desires connection with credit 
firm. D. Ratner, 135-43 Roosevelt Ave., 
Flushing, N. Y. 





WATCHMAKER, 29 years of age, school 
trained, pleasing appearance, nine 
years’ at bench, high grade work, de- 
sires position with old firm; perma- 
nent. Joe Cranford, Plains, Ga. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge; 
excellent references. Address ‘‘A., 615,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, age 40, married, de- 
sires position in first class store where 
honesty and good workmanship are ap- 
preciated; salary $40. Address ‘‘Watch- 
maker,” E 314-29th, Spokane, Wash. 





YOUNG WOMAN, 12 years’ experience 
with retail and manufacturing jewelry 
concerns, as bookkeeper, typist ; capable 
of taking complete charge. Address “G., 
611,” care Jewelers’ Circular-Keystone. 








WATCHMAKER, certified, with 20 years’ 
experience; good window dresser and 
used to selling, wishes position in the 
East; good references. Address “F., 
701.” care Jewelers’ Circular-Keystone. 


CASTER, expert caster of jewelry, makes 
rubber or metal moulds, vacuum in- 
vesting, assure 100 per cent perfect Te- 
sults, desires position or installation 
Address “‘A., 110,” care Jewelers’ Cir. 
cular-Keystone. 





YOUNG LADY bookkeeper, stenographer 
10 years’ executive experience jewelry 
and watch trade; complete charge, cor. 
respondence, collections and credits. Aq. 
dress “P., 9189," care Jewelers’ Circy- 
lar-Keystone. 








EXPERIENCED inside material man 
A-1 knowledge in Swiss and American 
materials, married and dependable, cay 
furnish excellent references, would like 
to make a change. Address “F., 719.” 
eare Jewelers’ Circular-Keystone, 





WATCHMAKER, jewelry repairer and 
optician, age 26, European training, do 
some engraving, wishes steady position: 
prefers West Coast or South. Address 
“D., 569,” care Jewelers’ Circular-Key- 
stone. ‘ 





ALL AROUND jewelry repairer and 
salesman, 25 years’ experience, in 
jewelry stores, best of references, 
wishes steady position at once. Address 
“B., 659,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN, large following among cash 
and credit jewelers and department 
stores in Chicago, Wisconsin, Indiana, 
Illinois, wants jewelry line; Chicago 
resident. Address “Circular, 1220,” 
Room 1415, Heyworth Bldg., Chicago. 





A-1 SALESMAN employed now in one of 
America’s most active installment 
jewelry stores, desires immediate 
change; first class reference. Address 
“G., 671,” care Jewelers’ Circular-Key- 
stone. 





DESIRABLE man seeks position as sales- 
man in well established high grade 
store which operates on cash _ basis 
only, catering to better class trade. Ad- 
dress “F., 670,” care Jewelers’ Circular- 
Keystone. 





DIAMOND AND JEWELRY salesman, 20 
years’ following, Middle West, South, 
Pacific Coast, to jobbers and retailers, 
desires connections. Address “Circular, 
1218,” Room 1415, Heyworth Bldg., 
Chicago, Ill. 





CRACK SALESMAN and “T.O.” expert 
for lively credit jewelry store in de- 
sirable city; results absolutely guar- 
anteed; stand close investigation. Ad- 
dress “H., 672,’ care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, school trained, hard 
worker; good references, own tools, de- 
sires position; prefer South; go any- 
where; reasonable salary to start. Ad- 
dress ‘M., 587,’ care Jewelers’ Circu- 
lar-Keystone. 





YOUNG WOMAN, experienced gold office, 
ring or general jewelry manufacturer ; 
familiar with stones, orders and routine 
work; capable; excellent references. 
Address ‘‘A., 678,’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, expert on all makes of 
watches, clock and jewelry repairman ; 
experienced salesman; capable of man- 
aging department; best of references. 
Address “V., 652,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGER and merchandiser with com- 
plete credit store experience will co.- 
sider proposition from _ representative 
store; age 40; free to go anywhcre: 
write or wire, “N., 619,” care Jewelers’ 
Circular-Keystone. 








WATCHMAKER, specialiving in railroad 
watches, also able to repair all wrist 
watches, average jewelry job; age 39; 
neat appearance; good references ; own 
tools. Address “H., 613,” care Jewelers’ 
Circular-Keystone. 
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Special Notices 











To Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





NDS WANTED in exchange for 
ee lot 50x100, in Dobbs Ferry, 
N. Y.; value, $1,800. Joseph Hunt, dia- 
mond cutter, 39 W. 88th St., New York 


City. 


EE ———————_—_—_—_—_—_— 
Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Seryice, Atlanta, 
Ga. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘‘Vaku-um”’ 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights: call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





WHEN VISITING New York make your 
home with a fellow jeweler; 10 minutes 
to World’s Fair; a gentleman’s home, 
out of traffic, near ocean bathing and 
fishing; make reservations for your 
family now; William Kassel, 36-19- 
i St., Broadway, Flushing, New 
York. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Works”; circulars free. 
Walter Kleinlein, Waltham, Mass. 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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e@ Tom O'Connell, sales manager of the 
Elgin National Watch Co. for Middle 
West and South, returned recently from 
a business trip to cities and Texas... He 
says that being unable to get satisfactory 
information down there, he is going to 
initiate a research department outside of 
business, to determine why the figures 
of Texas girls are so different from 
those of Chicago girls. 


@ Frank Newburger, representative for 
The D. J. Briggs Co. and Bates & Ba- 
con Co., Attleboro, Mass., visited the fac- 
tories early in March and went from 
there to Florida and Cuba for a short 
vacation. 


@ Max Cohn, who was recently ap- 
pointed representative for Bruner-Rit- 


MAX 
COHN 


ter, Inc., in the territory surrounding 
Chicago, looks very happy about it. Mr. 
Cohn’s offices are in the Heyworth Bldg. 


@ S. Howard Wright, jewelry salesman, 
widely known in New England, while 
having lunch in a Boston restaurant was 
the victim of auto thieves. Posing as 
owners of the car, and claiming to have 
lost their keys, the two thieves smashed 
a window and unlocked the door, re- 
moved a brief case and three telescope 
cases containing rings, lockets and pen- 
dants, carried them across the street to 
a waiting car and made their getaway. 
The lost jewelry was valued upwards 
of $2000. 


@ James Lester, of the International 
Silver Co., spent several days last month 
at the Jewish hospital in Cincinnati, O., 
to ward off an attack of the “flu.” He 
had completely recovered when he left 
town. 


@ Ed. Morgan, of the traveling staff of 
I. Alberts Sons, Inc., wholesalers, 373 
Washington St., Boston, has returned 
after vacationing a few weeks at St. 
Petersburg, Fla. 


@ John Conklin will travel in the Middle 
West for David Pfeffer Co., Inc., find- 
ings manufacturers, 106 Fulton St., New 
York, to whose sales force he has just 
been named. 


@J. K. Lewis, who covers Northern 
California for the E. W. Reynolds Co., 
left not long ago with Mrs. Lewis on a 
tour of the world. They plan to return 
early in June. 








Heads Maiden Lane Outing Club 


James, or rather “Jimmy” Theise, one 
of the most popular “boys on the Lane” 
was elected to the presidency of the 
Maiden Lane Outing Club, succeeding 


JAMES 
THEISE 





Benjamin F. Biffar, at the annual meet- 
ing, held March 10, at 9 Maiden Lane. 
William Richards was named vice-presi- 
dent, and Jerome L. Grant was again 
selected secretary-treasurer. Escorted 
to the chair by Ross Donaldson, chair- 
man of the nominating committee Mr. 
Theise gave a brief talk in which he 
voiced his approval of the camaraderie 
which has long existed in the club. Henry 
Green, chairman of the 1939 outing, an- 
nounced that the event would, in all 
likelihood, be held again at the Elks, 
Club, Oakwood Heights, Staten Island, 
on June 3. His co-workers will be 
Harry Bromley, Henry Hyde, E. Sidney 
Hyman, Arthur Bergman and Howard 
Hutchins. 





@ Maurice W. Taylor has again taken 
over his old territory in the Middle West 
and South for Abelson & Brown, New- 
ark, N. J., manufacturers of ring mount- 
ings. He represented the same firm 
until 1936, calling on wholesalers in the 
same area. 


@ G. W. Fox, Coast representative of 
D. F. Briggs Co. and Bates and Bacon 
Co., Attleboro manufacturers, who _ is 
located at 150 Post St., San Francisco, 
has just completed his annual trip East 
to the factory. He says that prospects 
for business in his territory are very 
good and that the San Francisco World’s 
Fair is giving business a real stimulus. 
He states that heavy watch chains are 
growing in importance on the Coast and 
feels that sales of this particular type 
of merchandise will show some real ac- 
tion this year. 


@ Travelers in the trade who were seen 
in Cincinnati recently were: A. N. Rei- 
nert, Seth Thomas clocks; Cornelius 
Donahue, Adams Watch Co.; Bill Lewe, 
Bob Veith, diamonds; Sam Weintraub, 
precious stones, and Eddy Whitman, 
Herschede Hall Clock Co. 
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LEO CARR 


@ Looks like this Texan “ain’t pleased” 
with Pennsylvania’s cold and snow. No 
matter, though, for Leo Carr’s_ back 
home by now, traveling for the Hamil- 
ton Watch Co. I[.eo was recently ap- 
pointed Southwest U. S. representative 
for Hamilton, and spent a few weeks 
“up North,” learning Hamilton methods. 
Associated with watch selling for the 
past ten years, Carr will call on the 
trade in seven Southern States in which 
he is well known. His territory includes 
Texas, Louisiana, Oklahoma, Arkansas, 
New Mexico and parts of Mississippi, 
Arizona and Tennessee. 


@ Alex W. Poulsen, whose headquarters 
is in Salt Lake City, Utah, is now cover- 
ing the Rocky Mountain district for the 
Elgin National Watch Co. Poulsen is 
one of those keen young men who “grew 





ALEX W. POULSEN 


up in the jewelry business.” His father 
is O. A. Poulsen, who has been a retail 
jeweler in Richmond, Cal., for some 
thirty years. Alex worked in his dad’s 
store from a kid up. ‘Then he got so 
interested in the watch business that he 
worked up to charge of watch sales in 
the store of A. F. Edwards, Inc., Oak- 
land, Calif. Still wanting to learn more, 
he attended the Elgin Watchmakers Col- 
lege at Elgin, Ill, and now he is district 
representative for the Elgin Co. 
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VERY jeweler will agree, we think, that what the 


jewelry trade needs above all else is more business. 
If the public could be induced to spend with jewelers 
some of the money that now goes for automobiles, radios, 
electric appliances, or what have you, the worst of our 
troubles would automatically vanish. 

That highly desirable result can be accomplished, but 
in order to do it, we’ve got to make people want more 
jewelry goods, or want jewelry goods more keenly. Why 
should a man who buys a new car every few years carry 
the same watch for a lifetime? Why should a house- 
wife who refurnishes the rest of her home periodically 
go on using the same old silver? 

The answer is that they’ve been educated that way 
by the publicity and advertising of other kinds of mer- 
chandise, while jewelers have passively sat by and let 
themselves be squeezed down to a smaller and smaller 
slice of the consumer’s dollar, until today less than four- 
fifths of one cent out of each dollar spent for retail pur- 
chases goes to jewelry stores, according to the U. S. De- 
partment of Commerce. 

The time has come—in fact it’s long been here—to 
correct this situation. And it can be corrected—by the 
same sort of vigorous and widespread publicity that has 
captured so big a slice of the consumer dollar for other 
lines. 

Nearly four years ago the Jewelers’ Publicity Com- 
mittee was organized to conduct such a campaign but 
it has never had the backing or the funds needed to do 
the job required, although considering the budget it 
has had to work with, it has accomplished wonders. 

Now an effort is being made, as related on page 90 
of this issue, to widen and intensify the campaign—an 
effort which, if it succeeds, will be one of the most help- 
ful and constructive developments in the jewelry indus- 
try in many years. 

It’s a movement that will directly benefit everyone in 
the trade,—manufacturer, wholesaler, retailer, cash and 
credit, large and small,—and it should have the whole- 
hearted support of every reader of this paper. 


O be a successful businessman these days calls for 

more than merely buying and selling. More and 
more the law makers are turning their attention to rules 
and regulations governing the conduct of business, and 
the businessman who wants to avoid pitfalls must keep 
himself informed on this new and pending legislation. 


We strongly urge upon every reader of JEWELERS’ 
Circuvar-Keystone that he check carefully the up-to- 
the-minute survey of pending legislation in the various 
states which directly affects the jewelry business, as 
set forth on page 88 of this issue. 


A PROMINENT jeweler made a statement to us a 
few days ago that constitutes a pretty serious in- 
dictment of manufacturers and their salesmen, 

This jeweler periodically gets his own sales people 
together for instruction and coaching on the selling 
points of new merchandise. Believing that the manufac- 
turer’s own representatives should be the people best 
qualified to supply such information, this merchant sey- 


eral times has convened these meetings at times when 


a manufacturer’s salesman would be calling upon him, 
and has asked the salesman to demonstrate his line to 
the store’s staff so that they could handle it more intelli- 
gently and presumably increase its sales. 

He says that up to the present time he has never yet 
found one of these traveling men who had the slightest 
conception of what the consumer was interested .in— 
that all they seemed to know were weights, patterns, 
and similar descriptions from the catalogs or tags on 
the goods, and that when it came to explaining how and 
why the public should want their particular line they 
simply didn’t know what it was all about. 

Such a statement seems almost incredible, but our in- 
formant is a man whose integrity is above question and 
whom we would not presume to doubt. How widespread 
the condition may be of which he speaks, we do not 
know, but perhaps it would be wise for manufacturers 
to take more pains to see that their salesmen are fully 
equipped with such knowledge. Certainly the traveling 
man who can show the retailer why the public should 
want his particular line can do a much better job for 
both his employer and his customers than one who knows 
nothing beyond prices and catalog descriptions. 


E have been asked to state our views on the pro- 

posal advanced a few months ago by another 
jewelry publication to merge the two national jewelry 
shows into one. 

Unquestionably the idea has things to be said in its 
favor, but it must be remembered that much more is 
involved than merely a merger of two shows. Before 
that can be brought about, it would be necessary first 
to merge the two national retail associations which spon- 
sor them, and until those two organizations can see more 
nearly eye to eye than they do at the present time, talk of 
merging them appears to us rather futile. 

The problem is not one that the JeweLers’ CircuLar- 
KrysTonE, nor even the manufacturers and wholesalers 
for that matter, can settle—that is up to the two asso- 
ciations involved. 

When and if they decide to get together, will be the 
time to consider whether they should continue to have 
two conventions and shows in different parts of the coun- 
try, for the benefit of retailers in those different sections, 
or whether one is ail that is necessary. 
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